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Look for — ““umoase 


the Big Change 


in Standard Gasolines 


Standard sells then OUTDOORS ...where they buy! 


Listen to Wesley Nunn, Advertising ate need of gasoline!”’ 
Manager of Standard Oil (Ind In one market or 1600—locally 


‘Outdoor advertising is a natural or nationally —GOA puts your mes- 


for us as it should be for any sage where your prospects are. 
business that trades along major For additional success stories 
traffic arteries. The more a motorist (Drakes Bakeries, Life Savers, Theo. 
drives, the more of our product he Hamm Brewing Company and 
consumes. And the more he con many others) call the General Out- 
sumes the more Standard posters door Advertising Company office in 


he sees. Outdoor posters do a fine your city. Or, write us in Chicago. 
job of selling while the motorist is We'll get the facts to you faster 


at the wheel... perhaps in immedi than you can say GOA! 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 


Togetherness inspires her buying decisions... 


4 


me = 


A Second Car for the Family 


She knows a second car in the family is a necessity, because she and her family are on the 
move all day long—to stores, station, school, church, library, playground, women’s club and 
PTA meetings. And—because she’s thinking of the comfort, convenience and happiness 


of her whole family—Togetherness will dictate her buying decision, 


| ‘ 
VMeCalls 
The magazine of Togetherness, reaching more than 5,000,000 families . . . Aq \ 
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We have a vision of a Cairo Super 
Market with a sign stating, “Our 
Vegetables Wrapped in Paper 
Made From Royal Mummies Only 
That must have brought em 
runnin’! Ah me! Pass the spinach 
> . > 

Time was when a spud was just a 
spud, and we dug ‘em, sacked ‘em 
stored ‘em, and ate ‘em all year 
ind Now potatoes come t 
market in i Variety of forms 
ind packages not the least of 
which 3 i form of dehydrated 
mashed potatoes having evervthing 
the jute jurgoyne was re 
ted to check the performance of 
pre duct ind did so in Dayton 
orta and South Bend. No matte: 
i ked the gals were buy 
ite that indicated they 
mvyenience and Pop and 
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find out about 
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HIGHLIGHTS 


TRANQUILIZERS MAKE DRUG INDUSTRY NERVOUS 
The drug profit cycle is catching up with tranquilizers. 
“Miltown” jokes are flying and profit margins are slipping. 
Companies are looking for new nerve cases. Next possible tran 
quilizer user: ‘The steer you'll be eating in six months. Grant 
Jeffery tells why some laboratories have replaced the word 
“tranquilizer” with such phrases as “‘anti-confusion agent.” 33 


RAILROADS DERAILING THEMSELVES? 

Railroad passenger advertising seems to be running out of 
steam. And the industry may find itself left alone at the station. 
While rails have increased advertising investments only one 
third in six years, airlines have expanded three times as fast. 
Read why you're finding more and more empty seats in the old 


club ear. 68 


SALESMEN’S ROAD COSTS KEEP CLIMBING 


How much does it cost per day to maintain a salesman in a 
large city? How much does it cost per day to maintain a sales- 
man in a small city? What is the average cost per day for ex 
ecutive travel today? What is the per-mile auto allowance paid 
salesmen for use of their own cars? How many companies lease 
cars for salesmen? This SALES MANAGEMENT survey of 200 


companies tells where and how your road salesmen are spending 


your money, 62 


RED DOT'S IN THE CHIPS 


Sales for this potato chip producer were just slightly over 
$200,000 20 years ago. Last year sales grossed over $8 million. 
‘This year Fred Meyer, president, anticipates sales of over $12 
million as this regional firm takes its place among the top three 
nationally in the industry. The secret of success can be found 


in “It’s the Dip that Sells the Chip.” 118 


PHILIP MORRIS’ PACKAGES OF ILLUSION 


When the taste of a product is found to be the same as others in 
blindfold tests, what can a manufacturer do to establish in the 
minds of users the illusion of difference—and preference? This 
sa step by step analy sis of the revolutionary packaging changes 


initiated by Philip Morris 38 
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Publications Publications 


SALES MANAGEMENT. with which is incorporated PROGRESS. is published the first and third Friday of 
every month, except in May, July, September and November when a third issue is published on the tenth of 
the month. Affiliated with Bill Brothers Publishing Corp Entered as second class matter May 27, 1942 
at the Post Office, East Stroudsburg, Pa. under the act of March 3, 1879. Publication (printing) offices, 
34 North Crystal St. East Stroudsburg, Pa. Address mail to 386 Fourth Avenue, New York 16, N. Y 
SALES MEETINGS, Part |! of Sales Management, is issued six times a year—in January, March, May, 
July, September and November. Editorial and production offices: 1212 Chestnut Street, Philadelphia 7, Pa 
WaAlnut 3-1788; Philip Harrison, General Manager; Robert Letwin, Editor 


HAS THE ORGAN'S LOST SALES CHORD BEEN FOUND? 
Following World War II, the organ industry was playing a 
sad_ sales faintly reminiscent of Beethoven’s Funeral 
March. ‘Then the electronic age brought the electronic organ and 
new promotions, 


theme, 


lhe dirge bec ame a lullaby and sales began 
climbing. 


REPETITION PAYS OFF 
Here's a spot check on who's repeating print advertising—and 
why. ‘| hese American 


tradition of throwing things away before they've outlived thei 


advertisers have discovered that the 
isefulness is as stale as last week’s apple pie. If you're not getting 
enough mileage out of your advertising dollar, these examples 


may put you on the right road 


ARE ADVERTISING DECISION MAKERS? 

Who decides which products are to be advertised? Who sets 
ales goals? Who sets advertising spending? Who develops ad 
ertising themes? Who savs whether themes will be used ? Who 
nitiates media schedules ? Who has final say on media selection ? 
Would chiefs hire the 


SCT VICES them 


sales agency account executive who 
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For Customers 


THE PACKER 


There are millions of customers for 
petroleum products but the list of 


those who “BUY BIG i 


mall. Sinclair Refining Company 


relatively 
(and 
have discovered 


how to reach one big gt 


other oil marketers) 
oup of uch 
choice customers at low cost—through 
the pages of The Packer 
The $7.5 Billion Dollar Fre 
Vegetable Industry 


on pure hase, maintenance 


h Fruit and 
pends alotof money 
ind operation 
of motorized equipment in growing 
shipping and distributing the nation 

fresh fruits and vegetabl Every week 
the leaders** in the industry 
ing about 90% of the $ 
on the pages of The Packer to 
them the vital news of their 
and markets and of the equipment 
material and services that will help them 
operate more profitably 
one efficient way to reach them when 
they're ready to do busine 
in The Packer! 


*“BUY BIG”—Like H. F. Byrd, 
Inc. of Virginia who 
234-unit fleet of 
prayers, trailer 
their famou 

**16,349 ABC average net pd 
publisher’s statement for ¢ 
ended June 80, 1957 


represent 
volume depend 
bring 
industry 


There only 
advertise 
operats “a 
trucks 


, tractors, et« 


orchard 


bu ‘ 


apple 


P.S. Morethan] 000 display adverti ers 
are reaching the Fresh Fruit and Veg 
etable Industry every day through the 
17,000 copies of The Packer 
of FRESH, the industry's yearbook and 
buying guide fetter make a note to 
reserve 1958 space now! 


THE PACKER 


201 Delaware 


195/14 uc 


Kansas City, Mo 


This is Sales Manaazmends 


EXECUTIVE OFFICES, 386 Fourth Avenue 


a Major Market New York 16, N. Y. LExington 2-1760 
Mr. EDITORIAL 


EDITOR and PUBLISHER 
Philip Salisbury 

) Market, i8 a major marbet, unless first ... it’s big enough, and 

most important, it proves out as a real opportunity for continu EXECUTIVE EDITOR 
ous increased profits Montgomery County’s No. 1 newspaper mar A. R. Hahn 
ket The Times Herald Market deliver MANAGING EDITOR 
(1) Food Sales $4,735,000 increase to a new high $56,196,000 John H, Caldwell 
(2) Drug Sales $659,000 increase to a new high $4,793,000 SENIOR EDITOR 
(3) Retail Sales $15,289,000 increase to a new high $211,240,000 Lawrence M. Hughes 
(4) Net Income $10,377,000 increase to a new high $305,172,000 ASSOC. MANAGING EDITOR 
Robert C. Nicholson 


(5) Automotive Sales $9,421,000 increase to a new high $30,620,000 
’ ; F - Senior Associate Editors, Alice B. Ecke 
rhe Times Herald covers all this 5 or 10 to 1 better than Pennsy] 
vania two largest newspapers. So you competitors will outsel! and Harry Woodward 
ou 5 or 10 to 1 unles you area Times Herald advertiser. Associate Editor, Grant Jeffery 
— Assistant Editor, George Hoover 
Phone Philadelphi: " Market 7-2692 or Nor stown ¢ adwe 5 
‘ick. ° a i Se Midwest Editor, David J. Atchison 
Copy Editor, Harriette Moskowitz 
Art Director, Rich Life 


™ Times Werald se 
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Samuel Schwartz 
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Editorial Assistants, Ingrid Notar and 
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PIMITEOU/’ "ae } Sse At 


OFFICERS 
President, John W. Hartman 
CON. SP Treasurer, Ralph L. Wilson 
INCOME _|_SETAR SALES | Vice-President, Sales, Randy Brown, Jr. 
Senior Vice-Presidents, C. E. Lovejoy, Jr., 
548,784 390,937 W. E. Dunsby, R. E. Smallwood and Wm. 
McClenaghan 
Bill Brothers Publications in MARKETING 
{in addition to Sales Management): Sales 
wapeRee | Meetings, Tide, Premium 
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20 with 99 7% daily ratio to hom 
tion of 100 000 plus 


! county billion dollar market 516,413 318,232 


387,477 250,292 
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How to Sell Beauty to Youth! 


Most people would agree that young women use more cosmetics than older women 


... but the figures below indicate just how much more that usage is. 


The best place to sell young, beauty-conscious women is through a medium that’s 
aimed directly at them. Dell Modern Group offers beauty preparation manufac- 
turers one of the largest concentrations of females between 18 and 25 of any single 
magazine or group. And, because beauty and glamour speak out from almost every 
page of Modern Romances, Modern Screen and Screen Stories, these magazines 


are ideal settings for beauty and cosmetics advertisements. 


It's no wonder then that a host of leading cosmetics manufacturers are selling suc- 


cessfully, month after month and year after year in Dell Modern Group. 


If you’d like a copy of the just off-the-press “20th Survey of Beauty,” which details 
the cosmetics buying habits of Dell Modern Group readers, call or wire your nearest 


Dell office, today! 


USE OF BEAUTY PREPARATIONS BY AGE 
(Based on Dell Modern Group 20th Survey of Beauty) 


Under 18| 18-25 | 26-35 | 36-45 
LIQUID SHAMPOO 62.8% | 62.9% | 58.3% | 55.9% 


+ 


DEODORANTS 98.0 96.3 93.1 


EYEBROW PENCIL 9 |55.1 [51.6 | 45.1 
HAND LOTION 78.6 | 69.6 | 71.2 
COLD CREAM o |163 |147 | 130 
62.2 | 627 
= 5 


14.4 


PERFUME 71.3. | 62.2. 
EYELASH CURLERS 20.1 


| 15.7 


DELL MODERN GROUP 


Modern Romances #¢ Modern Screen ¢ Screen Stories 


DELL PUBLISHING CO., INC., 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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The exclusive read i ship of 


THE SEATTLE TIMES 


af 


equals MORE THAN the crowd at 
E WORLD SERIES GAMES 
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¢ 2. 
‘IN SEATTLE °, 
. 
in 117,400 homes — this is the bonus — and exclusive fs, The Seattle Times reaches A 


roup not reached by any other Seattle newspaper. No 


isive readers of The Seattle Times would bring out an 


rowd in five of the largest baseball stadiums. 375,680 


© 7 out of 9 newspaper-reading 1 
homes in Seattle— including } 
ird good oft goods, luxuries, necessities consumer desires pi 


ir¢ n ped by the one Seattle newspape! which reaches and 375,680 people not reached 


influences Seattle’s mass market and class market! 


iser can honestly afford to omit this important audience 


‘ 
by any other Seattle 
newspaper. 


The Se Imes presents an impressive story of leadership 


contained in the new 1957 Circulation and Duplication Study 


- sess 5 


LEADERSHIP 


EARNED BY REPRESENTED BY O'MARA & ORMSBEE. INC 
BETTER RESULTS New Vert © Oewet 


" Member Metro Sunday Comics and Metro Rotogravure 
~ . 


hicago 7 los Angeles ° 
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EDITORIALS 


How do YOU 
measure values 
in choosing 

A Low Bow to NAM industrial 

1 phe NAM is shout to release a booklet, “Your Marketing Carees business papers? 


istry his will be made available to youngsters, some ot! 
whom may be thinking about a career in selling-marketing, and to 
others who may not have given more than a passing thought to a 


OFFICIALS REACHED? 
i we 
possible marketing career. os 


) 
ers COVERED MADEN is, 
rEnest 


A» 
\¥ gu ant® 


awe 
You will recognize in the pamphlet Arthur H. (Red) Motley’s ; cast 
famous dictun Nothing Happens Until Somebody [Buys] Sells 


Something 


saLes LEADS panpicld 


It n ight have been heresy for the National Association of Manu 
facturers to admit, as it does in this booklet: ‘“The practical fact 
is that invention and production are not enough. Goods and services 
must be marketed, as well as produced. New products must be pre 
sented to the public so that people will be able to understand the 
advantages sufhciently to change their buying habits... . If, eventu ——— 
B — sins: dbe a MARKETS COVERED: old and new: Industri 
ally, large numbers of people had not wanted automobiles, all the Equipment News satur 15@ industris 
ingenuity and efhciency of the production line could not have made some more fully than tic map Witt 
them important t is. rapid development of new produ y al 
kets are changing fast } iry pape 
is needed to fill gaps and search out NEW 
‘ 
This National Association of Vianufactut s’ booklet approache market 
manutacturing trom a direction new to our field. For example the FIRMS INCLUDED: LIEN penetra op 40.000 
booklet says “If you are an english or a Journalism major, you will establishments, accounting for 4/5tt 1 the 


national product 86.5 rated $100,000 


OFFICIALS REACHED: [ON reaches 68,000 py 


selector In engineering, pr 


be most interested in the communications opportunities in market 
ing If your field is Science or Engineering you may be interested 


eting career in a highly technical business . If you are ance, Management and | 


in | COonomics If you are a B ISINESS \dmiunistrat or titled to engineering and pl 


If your specialty is Fine Arts or Graphic Arts ve READER INTEREST: 9) 101) 


holog or Sociology I ‘ We think that ! requested Indu 
most complete 

. marketing aS a caree! iS appropriate to recruit people ictieen otal talitantls 

who believe their interests lie in other job area Longrat lations t READER USE: LIEN | 

NANI fo ewin arketing in the broadest sense product ' t 
dicats 16.9 of read 

this booklet write to National SSO 1 ence, TI 

t 48th Street. New York 17 SALES LE 


mal ’ 


ousands | 
ADS PRODUCED: | 
| ! in Ii 
inquire 

including 

COST: |) 


originated 


When Failure Was Almost Impossible hthgr-+ 


only $1 
Detail 
he President of the American M unagement Associ: ! kets Are 
4 A ley } had . t tin . rie File. 
Appiey who Nad some interesting experience is " t | 
inder Sewell Avery of Viontgome: Ward ha 1 fine 
ny 


the it bird seat of the hopes and aspirations of American | ist F 
The other d: ie declared: There isn’t any question but é ight Industrial 
now We ; 1 an exciting era of de e distinction between the 


od Equipment |EN 


Apple ren I is hs I all ro Veal we have been eX pose 


a philosoph that someone was going to take care of all News sounsep 1990 


Apples warns Since many in management have succeeded up Publishi : 3 
to this time only because failure was almost impossible they ma 
panic when ta lure seems inevitable. If this panic becomes widespread PRODUCT INFORMATION HEADQUARTERS 
the resulting psy hologi: al climate could tragi ally effect the whol 


economy 


CUD ss: fighth Avenve, New York 1, N.Y. 
BLY . . . Affiliated with Thomas Register 


Main Street Babbitry in all of us but we should 


I ind enthusiasm blind to onon 
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What makes a market great? 


‘There's a new king of the forest in 
Minnesota’s northland. Today, a 
vast wilderness area resounds to the 
roar of rod mills grinding a strange, 
rock called taconite, that 
promises an almost unlimited supply 
of new iron ore to our steel hungry 
nation 


Mining companies have spent 
over '4-billion dollars in Minnesota 
in the last five years to make high 
grade iron ore out of taconite. Huge 
processing plants, complete new rail 
roads, new man-made harbors on 
Lake Superior and whole new towns 
are springing up in an area once 
populated by less than one person 
per square mile. ‘'wo of the new 
taconite Communities already con 
tain more than1,100 homes. Another, 
now building, will house up to 10,000 
people. Conservative estimates show 
that a half-billion dollar investment 
of the mining companies will be 
matched by dollars invested in the 
service industries needed for this 
giant taconite development 


tough 


Yet this mining boom is only one 
part of the seemingly endless, diver 
sified wealth of the Upper Midwest 


lor example: geologists report that 
“few areas can promise industry the 
water supplies Minnesota can,’’ 
where one square mile in every 20 
is covered with water and 1,000 
gallon-a-minute commercial wells 
are common. North Dakota’s Willis- 
ton oil basin, discovered in 1951, 
now has 785 producing wells in 32 
proven fields. And North Dakota 
has enough lignite to supply the 
nation’s solid fuel needs for 240 years. 

Such rich natural gifts inevitably 
add up to a stable, balanced, pros 
perous economy the kind of econ 
omy that attracts and holds skilled, 
capable and progressive people. This 
wealth of natural and human re 
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EVENING 


625,000 SUNDAY - 495,000 DAILY 


sources is reflected in industrial de 
velopment ranging from the heaviest 
manufacturing to the ultra-precision 
electronic “‘brain industries’? which 
are sprouting throughout the area 

particularly in the area’s econo 
mic and urban center of nearly one 
million people, Greater Minneapolis. 

NOTE TO ADVERTISERS: The 
quickest, most resultful way to tap 
the fast-growing Upper Midwest 
Market is through the pages of the 
Minneapolis Star and Tribune. (Now 
only the four largest U.S. cities 
have newspapers with more circula 
tion than the Minneapolis Sunday 
Tribune. ) 


Copr., 1957,'The Minneapolis Star and Tribune Co 


Minneapolis 
Starard Tribune 


MORNING and SUNDAY 


JOHN COWLES, President 


SALES MANAGEMENT 


developments. L here is nothing wrong in recognizing potential sore 
spots in Our Own company or our own industry. If we fail to recog 


Excerpt from 
; Starch Sist Consumer 
4 Magazine Report: 


ee | 


. 


Buick Bets $100 Million on ‘58 OF alt ll Magazine 
households surveyed, 
You may choose to ignore the fact at the automobile indu ° 
is Stl the industry most responsive to the consumer's desires 43.3% reported 
you may believe that people are in one state of mind when they buy spending more than 
automobiles, and a entirel difterent one hen they buy u . 
product. ee $200.00 on vacation 
we | travel during 12 months. 
his year Edward ‘T. Ragsdale, vice-president and general mat ayes 
ager, Buick Division, General Motors Cerp., has pumped more than This iS exceeded by 
$100 million into his 1958 models in a bid to win back (from 
Plymouth) third place in auto sales. Ragsdale did not expect that only 3 of the 34 


he would be forced to spend that much money this year after spending magazines appearing 
more than that amount to make major changes in Buick for 1957 . 
in the report. 


Buick made a wrong bet in its ’57 styling. ““No one has a monopoly 1,180,296 Elks comprise a 


nize them and to correct them, we are responsible for getting the 
whole country into economic trouble. 


or guarantee—of any share of the automobile market,” says Rags — _— ~ 4. 14.080. 
dale. “! “a ee ‘ feiere ; ” the median of which is $6,050 
lale. “Ina highly competitive field such as ours, success in the marke The Starch 5ist Consumer Maga 
tine Report gives the complete 
picture. Just write or phone 

Before the war the auto industry could “get away with” a major to see a copy 
model change every three years. Since the war the public has de 
manded something new every two years. Now the auto industt 


is facing up to the prospect that the public will insist upon a majo: “HE MAGAZINE 


new model Cac h year. 


place must be earned, and must be earned everyday in the year 


New York Chicago 
So you might ask yourself if your product today is essentially the Portland Ore. Los Angeles 
same as it was five years ago. If it is, you may be courting serious 
trouble, especially if a competitor within or without your industry 
decides to gamble that your customers are ready for a more frequent 
major model change. 


Where Is Marketing's Efficiency? } 
All too often when people cry out that “marketing costs too much * NATIONAL = 


, 
they refer to the fact that the cost in dollars of taking a product 


to market exceeds the cost of making it. They quickly decide that VAN LINES, INC. 
“marketing is too expensive.” This hasty conclusion usually is based 
on the assumption that the price to the consumer “is too high.’ 
Sut anyone who gives the matter a second thought realizes that the Once again, National is moving the 
: > ’ f tallet Russe de Monte Carlo on its 
consumer doesn’t care how the cost of producing and marketing a 


oduct a livided. His } . } ; } 110-city, six-month tour of the U.S 
product or service is divided, 7 rest is the price he pays the Proof that National is equipped to 
lowest price at which it can be sold carry out the most difficult jobs! 


Let National handle your next 
Marketing, however, has the same obligation as production to move! Rates are lower and credit 


increase efficiency. “The thing that has appalled me,” says Al N terms can be arranged for quali 
Seares, former chairman, National Sales. Executives, In and fied customers. Direct “one van” 
vice-president, Remington Rand, “is that we have been able to service to all 48 states: world-wide 
increase production about two to four per cent per man-hour period plane or “Ocean-Van" service. 
in the field of marketing, however, we have not applied some For full details, contact your 
of the techniques of the kind we are discussing today [at Life’ local NVL age or Mark Egan, 
. , G Sales / 1 Nat 
Marketing Round Table] I am sure there is no one us that can veneral Sak fanager, ™ sonat 
; ; : , Van Linea, Inc., National Plaza, 
point with pride to the fact that we have increased the productivity 


: - froadview, Illinois 
of the so-called selling expense dollar by any 35, or 


Is Al Seares correct? [Is] “the finger of criticism going to cont a a OES 
to point to us in marketing for not delivering as much value a THD 
should in the end product and in relationship > cost 


, ‘ > AMERICA’S PIONEER NATIONWIDE MOVING COMPANY 
distribution 


OCTOBER 4, 1957 


IN & COUNTRY 


DEN ANNIVE 


THE GRARO manny 
‘none 


Town & Country recently recorded 

the biggest September issue 

in its 111-year history — with an 
advertising increase of 25% over 1956. 


tden ts a [Hearst 


Not all Town & Country editors vacation in Ta- 
ormina — go to work in striped trousers — or 
commute from Westbury in a Mercedes Benz. 
But they could easily fit into all three, because 
they know the people who somewhat regularly 
do—the privileged minority who move in an in- 
fluential circle from Piping Rock to Sicily and the 
Virgin Islands. 

As one editor says: “I consider Town & Country 
a personal news letter to a large number of peo- 


ple, about half of whom I know, and half of 
whom I do not happen to know.” 


He means that those he doesn’t know, he does— 
in the sense that, living himself in their privileged 
inner circle, he thinks, talks and lives as they do. 


KEY TO A PRIVILEGED PATTERN 


However the readers of Town & Country spend 
their upper-incomes — whether on trips to 
Europe or Bessarabian Rugs—they are the pace- 
setters, the group which sets the trends that 
others follow. 


Bride. 


LITAN|» 


HEARST 


10 keys to the special 


— ol 


AYALINC 


They are the key to privileged patterns of be- 
havior, Speak to them, and you speak to all who 
are interested in gracious living 


And that is true of every Hearst magazine. Be- 
cause each is edited for a specific, dedicated 
group — the pace-setters, the eager, the wide- 
awake. Each fits its market as a key fits its lock. 


KEY MEN — KEY MARKETS 


Hearst representatives are key men in the publi- 
cation field — because each speaks for a maga- 
zine keyed to its readers, not spread abroad 
They talk specifics, not generalities. They speak 
of interests as the key to circulation 


And Hearst markets are key markets—based not 
alone on charts or figures, but on the personal 
enthusiasms of particular consumer groups. 


Whether you're talking to the privileged readers 
of Town & Country — or to the man whose 
hobby is foreign cars or fishing—let Hearst edi- 
torial insight be the key that lets you in. 


Home} 


= ‘we 


| > 
[etl 
eee 


BoAlin InG 


ee 
drgteryed wes es ad ute tee yas mmm 


—— pe eg 


‘= 


MAGAZINES 


interests of 10 groups of people 


For 


DISTRIBUTION COSTS 


Anywhere in the 
United States, Canada or Mexico 
call 


AMERICAN CHAIN 
of WAREHOUSES 


NEW YORK —For 
warehouse and dis 
tribution costs and 
outline of American 
Chain services, call 
John Terreforte, East 
ern Manager, 250 
Park Avenue, Plaza 


3-1234 


CHICAGO The 
some information 
and help are avail 
able through W est- 
ern Manager, Henry 
Becker at 53 Jack 
son Bivd., Horrisor 


7-3688 


LOS ANGELES— Ix 
ossis?! you with your 
problems in the Far 
West is West Coast 
Manager E 
Jacobson, 4419 W 
Peco Bivd Webster 


3-8507 


WHEREVER YOU 
ARE Your neorest 
American Chain of 
W arehouses member 
will supply you full 
details, Send to our 
New York office for 
free membership di 


rectory 


@ You can rely on the 76 members of Ameri 
can Chain of Warehouses for the finest storage 
facilities, capable personnel, modern handling 
methods, good customer relations, man: 
special services, and wide market coverage. 


Call American Chain next time! 


AMERICAN CHAIN 


OF WAREHOUSES, INC. 


A Nationwide System of Public Warehouses 
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CORPORATE CLOSE-UP 


Polaroid Focuses 


On the Sales Chief 


The marketing executive is being recognized in an additional 
way as the man who buys the equipment with which to engineer 
sales. Promotion materials breaking this month introduce to sales 
and merchandising managers a new selling tool: do-it-yourself slides 
that can be projec ted two minutes after snapping them. 


Countless uses by speakers include: illustrating a point-of-purchase 
talk with slides taken immediately beforehand (for example, of a 
display in the pharmacy downstairs), snapping the toastmaster in 
both smiling and sad poses and flashing these on the screen for 
humorous effects during a series of slides, taking closeups of some 
of the audience examining each feature of a new product or pro 
motion, then using these slides to lead up to the item’s unveiling. 


sy thus catering to the sales manager, Edwin Herbert Land, 48, 
chief inventor, chairman and president of Polaroid Corp., anticipates 
adding a new dimension to his own sales. What he offers is simp]; 
a new film for the regular 60-second Polaroid Land Camera. Instead 
of the usual positive print the film produc es a transparency that can 
be snapped into a plastic frame. Cost: 55 cents each. 


Out since 1948, the Polaroid camera represents 90% of Land’s 
business but may now shove such Polaroid specialties as sunglass 
lenses even further into obscurity. Land is preparing to snowball 
the effect of his two-minute slides with a new economy model of the 
“camera with the built-in darkroom” and colored film. 


Land’s ingenuity has not invariably paid. When 3D movies fell 
flat in 1953 he was turning out a million throw-away goggles a day. 
But with Vectograph, his invention for projecting a 3D image from 
2D film, Land still hopes to restore hurtling lions to the screen and 
viewing goggles to the audience. 


A long-range project that the Harvard doctor of science (honorary ) 
has been nursing since the late 40’s is a glare-preventing auto head 
light and windshield combination. For “the $30 to $80 a heater 
costs,” Land claims that a Polaroid-equipped night driver could see 
an oncoming motorist’s license number and necktie. But the brighte 
head lamps Polaroid drivers would need to compensate for their 
own filtered windshields would blind unequipped drivers every time 
they passed a Polaroid-outfitted car. Even though Land is prepared 
to supply all holdouts against his system with $2 temporary visors 
Detroit keeps turning him down “until the public demands it.” 


Between hush-hush projects for Washington and Polaroid’s policy 
of farming out nearly all camera production, the company is as 
rumor-barraged as any in the country. Its use of Kodak lenses has 
occasioned whispers of a merger between Polaroid and Eastman 
Kodak. ‘To protect trade secrets Land makes film in his own plants. 


On less well guarded operations, Land has had such disappoint 
ments as seeing his once good customer Magnavox switch from 
Polaroid TV screens to its own glare-filtering “Chrometone.” Neve 
theless, Polaroid sales of $19 million for the first half of 1957 appear 
headed toward a new high over last year’s $34 million—itself a 30% 
advance over 1955. 


The start of it all: In 1946 Land was “shooting” his young daugh 
ter with an “old fashioned” camera when she announced, “Daddy, | 
want to see the picture NOW!” 
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YEAR AFTER YEAR, MORE MANUFACTURERS ARE 


easy 


for active buyers to find out what they want to know 


about products they need 


A SIX-YEAR RECORD OF MANUFACTURERS’ EMPLOYMENT OF PRE 
FILED CATALOGS AS A BASIC SERVICE TO BUYERS 


47,168,000 
46,259,000 
51,706,000 
53,954,000 


Sweet's Catalog Service division — F. W. Dodge Corporation 
119 West 40th Street, New York 18 


Sweet's catalog services include catalog design; catal: 


filed catalog collections, for continuing and 


offices throughout the building and industrial ma 


“Trade paper advertising 
helps the man who sells” 


In beautiful mil high Denver, we recently had the pleasure of dis- 
cussing the use of trade and industrial publi ations with amiable 
cserould A. Sabin, Director of Advertising for the Colorado Fuel and 
fron Corporation, Although a mative of EHlimots, Jerry has made 
Denver his biconnne SINCE hits carly VCdts. In LOIS lhe left Colorado 
College to serve as a lieutenant of artillery, Following the war he built 
a successful insurance business, which he sold tn 1926 to do sales 
promotion work for CF &E. In 1930 he was named Advertising 
Manager ol thre COMpPany and in 1946 Was advanced to his present 
post, with re sponsibility for all adve rlisingy ac tivities of the corpora- 
tion and its subsidiaries. Mr. Sabin ts active in the Denver Adver- 
tising ¢ lub and has the distinction of having served as the first 
pre sident of the Colorado « hapote rol NITAA. Here are some intere sting 


extracts from our Conversation. 


i4 


Q CF&I dates well back into the past 
century; so there must be many high- 
lights in your corporate history. What 
do you consider to be the most sig- 
nificant date of all? 


A If you are willing to exclude the year 
the company was founded, 1871, Pd say 
1945 was probably the most tnportant, 
It was then that the Colorado Fuel and 
fron Corporation and Wickwire Spencer 
Steel ¢ ompany merged to combine the 
research, production and distributing 
facilities of these two famous organiza- 
tions and thus offer American tdustry 
a new, nation-wide service im steel and 


wire products and allied specialties. 


Q What is the extent of the CF&l oper- 
ation at the present time? 


A Phe corporation has 13 plants and 


maintams offices or warehouses, or has 


sales representation, in 97 cities coast to 
coast. We are of course engaged in the 
manufacture and sale of a wide variety 


of steel products. 


Q bid the consolidation which took 
place in 1945 materially affect your 
advertising activities? 


A Very definitely. Because our area of 
operation was no longer limited, we were 
able to start advertising on a national 


basis 


Q What is the advertising history of 
CF&l? 


A Sore advertising was done almost 
from the start—the “do-it-yourself” 
kind. As early as 1926 we had an ageney 
and were getting oul a certain amount of 
direct matl and farm publication adver- 
tising. Llowever, by 1929 the company 
hac grown lo the pont where it became 
desirable, or | should say necessary, to 
establish a full fledged advertising de- 
partment. We had reached the pout 
where our salesmen found they were 


spending too much time selling the 
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°*As our company develops new products it 
This of course dictates 
trade ‘a 


must find new markets 
the use of additional 


magazines 


corporation ind its many products, not 


enough time writing orders 


Q Then you would say that your co- 


ordinated activities started in 1929? 


A That is 


Q How important a part do trade and 


correct. 


industrial publications play in your ad- 
vertising activities? 


A A very major role. And our use of 
trade magazines has grown steadily over 
the years. As our company develops 
new products it must find new markets 
This of course dictates the use of addi- 


tional trade magazines. 


Qis your space advertising restricted 
to trade publications? 


A With only two « xceplions—certainly 
the bulk of our advertising appears in 


the trade press. 


**Trade and industrial publications make it 
possthle for us le find, educate, 
condition a concentrated trade audtence—those 


CFel 


re mind and 


best in a position to buy and use 
products.’”’ 
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Q What are your advertising objectives? 


A Well, certainly the most unportant ts 
to make the selling job easier. In fact 
1956-57 cam 


“Trace papel 


advertising helps the man who sells 


we merchandised our 


paigns with the slogan, 


We want to keep the produc ts made and 
sold by CF 8&1 constantly and favorably 


in the minds of the metal-using publi 


Q And just what is your advertising 
philosophy ? 


A We believe that the most successful 
advertising 1s based on facts—the right 
facts presented at the right spots to the 


And, 


story 1s the 


right people incidentally, our ad 


vertising very same story 


told by our salesmen. We feel that each 
printed message is another sales call 
and close coordination between the two 


is essential. 


Q How are your sales and advertising 
functions coordinated ? 


A At the beginning of each year we hola 
a series ol planning sessions attended 
by our top sales executives and thei 
assistants. From them we gather a com 
plete picture of sales potentials, new 
markets, sales objectives, and the like 


| he SC€ 


6 weeks, and once we have evaluated the 


conferences last approximately 
information given us, we can plan the 
advertising campaigns which will com 
plement and support our sales efforts, 
Once we 


1aVE aA Callipalylh ith COpy asic 
| | | | 


layout form it is carefully reviewed by 


these same pe ople 


Q In general terms, how do you eval- 
vate the importance of trade and in 
dustrial publications? 


A Well. iro the 


mivertiser 


standpoimt 0 
thew Iiporlanece Is CONSTUCI 
ible Prac i mcdustrial publi ition 
make ut possible for us to find, ectucate 
remind and condition a cones 
thierse 

CF&I prod 


enable us to reach our ¢ 


trade auchence 
to buy and tise 
prospects quickly inal witl 
larity than our salesmen ca 
to mtroduce out ilesun 


td ike 


ellective 


pects thal thew 


Phev al 


many cdecimion 


Hire 
Huienee 
with whom ours ‘ 


noe contact 


Q Have you established any general 
policy so far as copy approach or art 
treatment is concerned? 


A No Wi have neo preconceived i 
We do 


ibout such thing however, try 


lor something mew each vear. So far a 


cop concerned, we believe brevil 


mit we make certam that the story we tell 
ifhicrently 


i our trade advertisements 1 


long to carry Our me ive ie juately 


Q How do you go about establishing 


advertising budgets for your various 


products? 


A Pin afraid that such a cplie 


l here 


tron take 
Hlow 


yOu Did¢gel can 


in too much to be answer 
| will xt) 


be determined only 


evel that a 
iter Caretul ana cle 


Anal 


I can’t overempha ive the in portance ol 


tailed consideration of all factor 


a planned bucdwet af pecihye 


obpective 


are to be achieved 


‘T hrough the use of trade and industrial publie ations you are able to « Onin 


cate with your customers and prospective customers th an aunosphe re that is 


natural to them, most produc tive for you. In this respect, the responsible track 


press SCTVCS a purpose unduplicated by any other S¢ ling force. 


Chilton public ations cover their chosen fields with an editorial excell nee anda 


strict control of circulation that assure confidence on the part of reader 


adve rtisers. With such acceptance voes 


and 


proportional S¢ lling power, 


Chilton 


COMPANY 


Chestnut and 


CHILTON PUBLIC 
Hardware Age 
Automotive 
Review of Optomets 


ATIONS 


. (,a 
Motor 


Industries 


Car Journal « Butane-Propane 


th Streets « Philadelphia 39, Pe 


Department Store Economist « The ft 
¢ Spectator e Hardware W veler Carcular-Ke 


Distribut Optical Journa 
e Boo d ) corder « ¢ 


¢ blectronie Ine trie 


LaSalle 
covered a 
a vast territory . 


Rene Robert Cavelier, the Sieur de LaSalle, explorec 


entire M ppi V ‘ co Canada to 
f of & 


forte f 


today 


WGAL-TV covers 


a vast MARKET =A 


3% million people 


in 1,015,655 families 
owning 917,320 TV sets 
earning $6/4 billion annually 


buying consumer goods that add up to 
$3% billion annually in retail sales 


it's the coverage that makes WGAL-TV 
America’s 10th TV Market! 
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316,000 WATTS 


The MEEKER Company, Inc. New York «+ Chicago -« os Angeles « San Francisco 
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SIGNIFICANT TRENDS 


Fancy vs. Fact 


“HARD-TIMES PROSPERITY.” That's a good name for the period we're in. Our 
economic machinery is breaking records in production, sales and spendable income, 
BUT business continues to moan and wail and half-suspect that “hard times are com- 
ing.” How mixed up can a nation get? 


The confusion stems from failing to distinguish clearly between fancy and fact. Here's 
a side-by-side comparison by the editors of SALES MANAGEMENT. 


FANCY: 1957 is the prelude to FACT: It is only natural for some businessmen to mistake an increase 

a Serious recession. Business is bad in competition for a decline in buying. Actually, consumer purchases 

and getting worse. are running 5% to 7% ahead of last year. If you didn’t get your share 
of this imerease, or if your company’s sales decreased, chances are 
you were bested by your competition—not the victim of a general 
decline in business. The cure for this kind of “bad business” lies in 
better selling! 


FANCY: Our economy is rotten FACT: Perhaps it’s unfortunate, but business has never learned to 

with soft spots and this decay will parade in step. Right now, several industries are limping behind 

soon spread to so-called healthy But, in each case, there’s a specific—not a general—reason. For 

industries. instance: Aircraft is the victim of (1) defense budget cut, (2) new 
emphasis on missiles. Consumer durable goods have been hit because 
consumers choose to spend their money on services, recreation; harder 
sell needed for hard goods now. Stock market: Nothing really wrong 
here. Interest in investing stronger than ever, and with most of the 
securities owned outright, little chance of a big drop so long as corporate 
profits remain high 


FANCY: Layoffs in aircraft, ap- FACT: If so, only in a minor way. Many of those laid off are 

pliances and other sagging industries quickly finding jobs in other industries. The country as a whole is 

will adversely affect our economy perhaps “over-employed,” with 67 million working out of a total labor 
force of 70 million. The three million out of work—with relatively 
lew exceptions—are either between jobs or waiting a while before 
becoming employes again. Non-farm employment gained in August 


FANCY: Our rocketing inflation FACT: Iniflation—despite 4% rise in less than 12 months—appears 

is bound to bring about a recession nearly halted, at least through 1958. Rising productivity is making 
it possible for many manufacturers to absorb recent pay boosts without 
increasing prices. It would take a much bigger growth rate of inflation 
to affect business seriously at this time 


FANCY: Consumer income will FACT: True, the outlook is for less overtime pay, but average 

decline since factories are cutting factory wage is at all-time high of $83-plus per week. Personal income: 

out overtime, reducing work hours now run at an annual rate of $345 billion, a full $18 billion above 

Thus, buying will fall the level of 1956. So, while overtime pay is important to certain 
individuals, it has minor effect on economy compared to the effect 
of the general rise in wages per hour 


FANCY: Tight money has hurt FACT: It seems that virtually nothing can deter the consumer from 

those industries dependent on in- buying on instalments. He may be paying a slightly higher interest 

stalment buying rate than last year, but this doesn’t seem to bother him. He think 
in terms of “how much a month?” and the increase on this basis 
amounts to pennies. Instalment debt now totals $32 billion, an 
increase over last year. Nevertheless, people are also saving more 
money today roughly 7% of their incomes. Whether this saving 
is due to the higher interest rates currently being paid on savings 
accounts, or whether it is a reflection of the selling profession's failure 
to build up “wants,” is hard to say 
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FANCY: All corporations are 
aught in a profit squeeze; they'll 
have to retrench or raise prices. 


FANCY: New home starts are 
down below a million for this year. 
Ihe housing boom is over. Allied 
industries will suffer, too 


FANCY: While a recession hasn't 
actually started, business talk indi- 
cates grounds for pessimism. 


FANCY: We're trapped by econ- 
omic pressures. Even if we don't 
have a recession, we'll stay in busi 
ness doldrums indefinitely 


FACT: Some companies are caught in a profit squeeze and they'll 
have to wriggle out as best they can. BUT, most firms’ profits are 
running ahead of 1956. Total corporate profits at the year’s end will 
show this squeeze factor to be a little overplayed. 


FACT: Congress came up with some medicine in the form of a new 
FHA plan and it looks as though housing will be among the healthiest 
of industries. Actually, the over-all construction industry, to which 
housing belongs, hardly noticed the dip in new home starts. It’s 
been riding high with new office buildings, new roads, new plants, 
home improvements. August home starts were at the over-a-million rate. 


FACT: We've heard the talk, too. There is more psychological 
danger in it than truth. Fact is, we've become a nation of mountain 
climbers after nearly a generation of scaling business peak after 
business peak. We’re restless on the plateau where we now find ourselves 

even though this plateau itself is higher than many of the peaks we 
topped in recent years. We've got to sell ourselves on the virtues of 
plateau living, because this high, flat but gently rising ground is likely 
to be our economic home for a year or two. 

Here are facts to help you answer the disgruntled talk you may hear 
from chronic peak seekers: 

Steel, after a slight dip, is edging up. Output this year may top 
1955’s all-time record of 117 million tons. 

Farm income is looking up, and farm equipment makers have increased 
sales over last year. 

Tax cuts are almost sure for next year. With elections coming up, 
cuts of 3 to 4 billions likely. Will be big stimulant. 

Appliance industry—admittedly a weak spot—is beginning to recall 
workers. Prospects are reasonably good for coming year; excellent 
for coming decade. 

Auto sales are picking up. If the new 1958 models should capture 
public’s imagination and really catch fire, whole economy would 
suddenly get an uplift. A lot depends on selling job by dealers. Public 
has both the cash and room for credit expansion. 

Retail sales this year are ahead of 1956 and fourth-quarter selling 
is Off to a brisk start, with prospects of a record Christmas season. 

Defense spending has been cut a little more than 5%. Present $3% 
billion annual rate scheduled for 1958 is likely to be the low for 
several years. May even rise. The shift to missiles is apparent. It’s 
hard on some industries. Shot in arm to others. 


Capital spending, which has been going up, up, up, is leveling off. 
It’s at an extremely high level of $37 billion for the year. Any decline 
in plant expenditures is likely to be made up by increased expenditures 
by state and local governments for schools and roads. 

Gross National Product, measured in dollars, is running $20 billion 
ahead of last year. 


FACT: Not necessarily. If we are patient and not too ambitious, 
we'll leave the present plateau more or less automatically in the early 
60's when a huge crop of youngsters starts to arrive at marrying age. 
But, if we are individually or concertedly aggressive, we can leave this 
plateau almost at will. Our capacity to produce can accommodate 
increased consumption. This increased consumption can be created 
only through selling. If we get out and sell we can shape the economy 
to our liking! 


TODAY AND TOMORROW BELONG TO THE SALESMAN! 


Reprints for your salesmen 10 cents each (100 or more, 5 cents each). Please remit 
with order, SALES MANAGEMENT, 386 Fourth Ave., New York 16, N. Y. 
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Big is lite, on the puchuge 


nb see these words Fact: No other transparent film is as effective for lamina 
tion as PLioritm. is so free of “pinholes oO grease 
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thirsty product so the inert nitrogen stays in and life ‘ )/ 
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CONCENTRATED FOOD BUYING AUDIENCE 
CAPTURED BY OKLAHOMAN’S FOOD GUIDE 
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Troubles come fast and go even faster in this new TV 
spot for the Yellow Page 8 phone book. In animated rebus form 
film describes the trials and tribulations of an average couple 
and how the Yellow Pages came to their rescue with every 
thing from a repairman for the clock to a new secretary for 
hubby. The moral is clear to viewers of Million-Dollar Movie 
The Yellow Pages is “The First Place to Look 


for Anything! 
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To fit a host 


a full line of containers 


#f commodities, in any form. Continental has 


metal, paper, plastic and glass 
Continental Can Company is a leader in packaging, research and 
Hence this 


tune, Business Weel 


development “reputation” campaign in Time, For 


Each color spread features a different 


product and headlines the theme: Whatever 


you make, or what 


ever you pack ad 


BATTEN, BARTON, 
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ntinental has the right package for you!” 


DURSTINE & OSBORN, INC., 


Uncle Wethbee, brainchild and TV weather re portin 


of Tex 


y partner 


Antoine, is now a popular newspaper columnist for 


Consolidated Edison. Readet hip studies, surveys and huge 


returns from offers made through his column show that Unel 


Wethbee has a large following. Thousands of New Yorkers enjo 


his entertaining facts and fancies, He’s a salty, litthe good will 


ambassador for dependable Con Edison electricity and ga 


Climaxing one of the happiest anniversarie 


in Sheraton hi 
tory was the recent opening of its new Philadelphia hotel. After 


nineteen years of steady growth, the Sheraton family now nun 


bers 46 hotels in 32 citie Also celebrating an annivers: i 


Sheraton’s distinctive “magazine-poster campaign now init 


fourth big year. BBDO Boston is proud to play 


1 part in the 


continuing ucee of Sheraton. “the proude t name in hotel 


wou 
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“ADVERTISING HELPED 
US INCREASE 
RECOGNITION BY 70%” 


Bob Wagner Tells How 
Business Magazine Advertising 
Helped Westinghouse 

Elevator Division's Growth 


“lor the past seven years,” says Mr. R. H. Wagner, General 
Manager (Regional Operations), Westinghouse Electric Corp., 
levator Division, “we have concentrated our advertising in 
leading business magazines. Our aim was to build recognition of 
Westinghouse as a leading manufacturer of quality elevator 
system 


“This consistent concentration of advertising effort has helped 
to achieve these results: 


@ a 70°), increase in recognition 


@ more than a 250°, increase in the number of prospects who 


thought of us first among elevator manufacturers.” 


If you make or sell a quality product or service that is bought 
by business and industry, it will pay you to “mechanize’”’ your 
preliminary selling through consistent business magazine adver- 
tising. It builds interest, increases recognition, frees your sales 
force for the more important jobs of making specific proposals 
and closing orders. In most cases, the most effective place to 
“mechanize”’ your selling is in one or more of the McGraw-Hill 
magazines serving your specific markets. 


McGRAW-HILL PUBLICATIONS 


McGraw-Hill Publishing Company, incorporated 
330 West 42nd Street, New York 36, New York 
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Out-of-town telephoning is good business, says Mr. Clement S, Castleberry, President of Castleberry’s Food Company 
| 7 ‘ I 


“I keep in touch by telephone 


with our salesmen in 17 states” 


“The food business moves fast 
these days says Mr. Clement 5 
Castleberry, president of Castle 
berry's Food Company, Augusta 
Georgia. “If you're not on the spot 
when things happen, you're out of 
luck. ‘That's why | use the telephone 
to keep in touch with our salesmen 


who travel seventeen states. 


“bor example, an inquiry came in 
from a large chain in New York. I 
telephoned our New York office and 
had a salesman in the buyer’s office 
almost immediately. Result: a most 


impressed buyer and, better still, a 


24 


nice sized order on the first call! 

“Frankly.” Mr. Castleberry says, 
“I'd hate to try to run our business 
today without being able to call out 
of town so conveniently.” 


Success with sales by tele- 
phone can be yours, too, We'd 
like to show you how the tele- 
phone can fit most profitably 
into your operations. Just call 
your Bell Telephone Business 
Office and a representative will 
visit you. 


‘ONG DISTANCE RATES ARE LOW 
Daytime Station-to-Station Calls 

For example First 

Augusta, Ga., to 
Charlotte, N.C. 65¢ 20¢ 

Chicago to Indianapolis 70¢ 

Baltimore to Boston $] 10 

Los Angeles to New York 525° 65¢ 


Each Added 
3 Minutes Minute 


Rates are lower after 6 p.m. and all day 
Sunday. Add 10% federal excise tax. 


BELL TELEPHONE SYSTEM 
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LE T T E RS TO THE EDITORS 


fine summary 


Eprror, SALES MANAGEMENT: 

The article entitled, ‘Let’s ‘Take 
a Look at the Pitfalls in Diversifica- 
tion” in your July 19 issue was one 
of the best 
problems involved in 
product diversification which I have 


summarizations of the 
mergers and 
seen. 


Carl F. Knabe 


Manager, Sales Analysis & Planning 
Component & Intermediate 
Distribution Sales Department 
General Electric 


Schenectady, New York 


club plans 


Epiror, SALES MANAGEMENT: 
Congratulations, Gentlemen . . . on 
Mr. Cummings’ fine article re: Club 
Plans. [“Have Your Competitors 
Discovered Potential of Club Plans 
as Outlets?” SaALes MANAGEMENT 
Aug. 16, p. 48] He has spot-lighted 
an area of distribution that too many 
manufacturers and marketers look at 
too quickly . or even overlook! It’s 
a thorough job—well done! 
Murray M. Spitzer 
Broderick-Spitzer Associates 


New York, N. Y. 


transferable idea 


Epiror, SALES MANAGEMENT: 

In the current issue [SALES MAN 
AGEMENT, Aug. 16, page 76| we were 
intrigued by the attached photograph 
[“On Every Buyer’s Desk: 12,000 
lbs of machinery’ |, and how such a 
selling tool might be applied to mat 
tress promotions. 

We would appreciate your giving 
us the name of the company that 
manufactures this mailing piece. 


Ernest M. Wuliget 


Sealy Mattress Co. 
Cleveland, O. 


& Write to Charles R. Crowde 
president, Van Norman Machine Co. 
3640 Main St., Springfield 7, Mass 
for information, 


distributor's salesmen 


Epiror, SALES MANAGEMENT: 

In reading your April 19, 1957 
enjoyed the article “How 
More Distributor’s Salesmen 


issue we 


to Get 
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‘Working for You 
particularly timely 
have just inaugurated a sales training 


program aimed 


[p. 58] It was 


Inasmu¢ h as we 


at just that topic. 


ps | Rutledge 


Supervisor Sales ‘Training 
Crown Zellerbach Corp 
San Francisco, Calif. 


yelling ain't selling 


prror, SALES MANAGEMENT: 

I was glad to read “Yelling Isn't 
Necessarily Selling!” on page 108 in 
your August 2nd issue. 

It is my observation that many peo 
ple are tuning out on commercials 
that yell. 

Sherman P. Store: 
Manager, Market Research & 

Development 

Mohasco Industries, In 


Amsterdam, N. Y. 


expansion means more 
advertising 


Eprror, SALES MANAGEMENT’ 


We are interested in efforts 


to document a feeling that many large 


you! 


corporations are moving forward on 


promotional and advertising pro 


grams in the present economy with 
onfidence and optimism. 

adverti 
programs in 1956 was partially 

to new products plus new market 
for some of our established product 
and this expansion is continuing 
1957. Plans for 1958 are not 
finalized so it is difficult to be 

cific in answering this phase 
However, our present thinking is one 


Ihe expansion of our 


of progress and continued growth in 
and Obviously 
be stimulated by contin 
ation of strong and intensified adver 
tising and merchandising effort 

We expect 1957 sales to compare 
favorably with 1956, but have made 
no final forecast for 1958 at this date 


H. Plimpton Jr 


product lines sales. 


this must 


(Assistant to General Sales Manager 
Corn Products Sales Co 


New York, N. Y. 


budget discrepancies 


Keprror, SALES MANAGEMEN1 
In reviewing the page proofs for 
the article “Forty 


Soosted 


siggest Advertisers 
More 
(continued on page 27) 


than 50% 


Budgets 


IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF ALL" 


Hotels & 
Resorts 
place 49.4% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
advertising 
in The Times 


(In the first 6 months of ‘57 
The Times led in 
95 of Media Records’ 


114 classifications.) 


In Los Angeles, the booming hotel 
and resort business looks to The 
Times to keep accommodations list 
full. Long their favorite newspaper 
The Times regularly publishes 
about half of all their local adver 
tising linage 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


25 


MIAMI? 


\ 
\ 


\ 
\ 


CAPE FLORIDA LIGH/ 


AN HISTORIC LANDMAKA 
OF SOUTH FLORIDA 


pops and kids who push sales charts upward 


ing $2-billion Greater Miami-Gold Coast market. In only 20 years, the 


c 


of Greater Miamt.and adjacent Broward County has leaped 432% while 


prown 29%. In the next 20 years, experts predict an area growth of 


( 


t the nation’s 38% 
What’s up in Miami? EVER) HING! 


NOTHING NDER PHI Reaches 91% of Greater Miami 
SUN co ‘reater Miami newspaper homes, Exclusive 


Coast like home-penetration 7 to 1. 


TOP TEN BRAN 


te The Miem 


* from 


& FINLEY 
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LETTERS 


[p. 46, Aug. 2], we noted certain 
discrepancies in the statistics pertain 
ing to Shell which we could not re 
oncile with our records. 

The 1955 Four-Media Expendi 
tures amounted to about nine million 
instead of six million dollars which 
changes the rate of growth to 15% 
increase rather than the 739% rate 
shown in your article. 

This information is brought to your 
attention for whatever action is 
deemed advisable. I might also add 
that we prefer not to have our ex 
penditure figures publicized. 


DD. C. Stevenson 
Manage 
Advertising Division 
Sales Promotion-Advertising Dept. 
Shell Oil Co. 
New York, N. Y. 


& Thank vou for the correct infor 


mation. 


up TV advertising 


Epiror, SALES MANAGEMENT: 

In addition to media cost increases, 
a major reason for expansion of our 
ad budget last year was to get more 
audience impact through a greater use 
of television. Our half-hour weekly 
‘Telephone Time ‘ITV drama shows 
and special one-hour Science Series 
programs, both started last year, are 
continuing this year. It’s still too 
early to talk about 1958. ... 


Harry W. Wilcox 
Advertising Manage: 
Printed Media 
American Telephone & ‘Telegraph Co. 
New York N. \ 


Swedish anthology 


Epiror, SALES MANAGEMENT: 

I want to « ongratulate you on your 
article about Electrolux. (‘This 
Year . . . $100,000,000 for Electro 
lux,” page 31, December 7, 1956.) 

It is very seldom you can read any 
thing about the work of Electrolux 
and I have the feel ng that especially 
the material about different closing 
methods is of pe ial interest to all 
companies in the household appliance 
business 


Bertil Neuman 
Sales and \VIarketing Consultant 
Stockholm, Sweden 
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ony United Van 


gives you these 
important extras! 


Planned Sowico 


United “lightens the load” on busy 
Traflic Managers and Transportation 
Officers by relieving them of many de- 
tails connected with personnel trans- 
fers. Pre-Planned service is the modern 
moving method that minimizes upset 
and confusion...eliminates last- 
minute delays. Your personnel are 
assured of a smoother, easier, more 
pleasant moving day. 


3 * vONMA 
aml, equipment, 
Y Huu) 


Even the most delicate household 
goods are safe and secure in a United 
Sanitized® van. Sanitized™ is the hygi 
enic process used exclusively by 
United to inhibit and retard harmful 
mildew, mold, bacteria and unpleas 
ant odors. It's an extra United 
precaution to make certain fine fur- 
nishings arrive “Daisy Fresh” 
at destination, 


Botte Malone 
——- . 
Mibving consultant, 


Want facts about the city to 
which you're moving? It's schools, 
churc hes, industries or recreational 
facilities’? Need advice on packing? 
Are you faced with any unusual 


7 


moving problems’ If so, you can 
get the help you need from Bette 
Malone, United's noted woman 
moving consultant. Simply address 
your request to Bette Malone 
Dept. SM, | nited Van Lines, Inc., 
St. Louis 17, Missouri. No cost or 
obligation. 


ey 


United Van 


with care 
everywhdfe... find the 
United Agent in the 
yellow pages of your 
Telephone , . 
3 ok Under 
Directory ROVERS 


} , 
-,& 


, 


arcetimametirssce i Som 


n Chicago-it still 


...and one must be 


{ae 

| 

tie ee 

ease 
eat 
— 
, 


SUN-TIMES 45% 


TRIBUNE 45% 


AMERICAN 35% 


DAILY NEWS 31% 


takes the right Ye 
theSun-Iimes — 


SUN-TIMES | 
TRIBUNE 


SUN-TIMES | 
TRIBUNE a 
- 4 


CC 


in tHis OMAMLC 


Heat Treatment 


Cleaning & Finishing... The meu 


the difference ete 


ing operation shou 


ectrochemiva 
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WORLD OF METALS 


ME factors 


mean everything! 


Only metal ; the muscle to hatter the therm 
versatility economy of metal 


an reated this dynamic aye 


Metal is made to 
hn o 
tesuiny and design ipplication 


loday Metal bnyinect and the Metallu 
MEE buctor are bound tovether throuvh 
Metal ind through reader rity of Metal 
hastman-researched monthly 
netals engineers caverly seek the benetits of LOO 4s 1 payes « NCCT 


nformation published annually by ASM 


ind pis ion of ME Factor 


on | the metal industry 
| wtor Do y know these 


them ov “ mn ASM staft 


TYPICAL PRODUCTS Steels (Plain and Alloy Castings Furnaces and Parts Brazing and Soldering 
INFLUENCED BY Stainless Steels Powder Metals and Parts Induction Heaters festeners 
ME FACTORS Too! Steels Precision Castings Special Heating tquipment Degreasing tquipment 
Gilles end ‘eeu queen High Temperature Alloys Stampings Quenching Fluids tquipment flectroplating f quipment 
such as these depend upon know! Light Metels end Alleys Weldments Atmosphere Preperation finishes 
edge of ME Factors Metals Heovy Nonferrous Metals and Alloys Tubing ond Other Mill Shapes Salts Ruet Preveatetives 


Engineering Factors. Only Metal Mill Equipment Forgings Supplies Salles cnt Pelton: 
Progress and the American 
Society for Metals concentrate 
on engineering information in Refractories Too! Steels and Too! Materials Indicators ond Hecorder Mechanical lesting Lquipment 


Ferro Alloys Extrusions Pyrometer: Cquipment for Purification of Solutions 


volving metols. Because Metal Melting Furnaces Cut Off Equipment Gas Samplers and Analyses Murosopes and Attachment 
Progress is the one metals engi Bie Costing Machines Presses ond Brakes Automatu flow ond Pressure (ontrol Wordness lester 

neering magatine, it is basic to 
your business of selling the metal 
industry Foundry Equipment and Processes Coolants and Lubricants Hectrual Procewse Gages and (Comparators 


forging Equipment Mochine Tools Gos Welding ond Cutting Nondestructive Testing tquipment 


CLEVELAND 3 
CHICAGO 4 
DETROIT 21 
NEW YORK 17 


TAL PROGRESS 


“The Magazine of Metals Engineering" 

Published by the American Society for Metal 

7301 EUCLID AVENUE . CLEVELAND 3, OH 
OCTOBER 4 


WHO NEEDS AN IDEA? 


When certain advertising problems raise their ness is catching, that minds spark other minds. 


heads, it’s a good idea to get fresh ideas from Other people who belong to the group are at 
many people. As more minds are added, ideas their creative best when they work all by them- 
multiply selves. 

‘Traditionally at Y & R, these problems are Whichever way people choose to work, what 
met by groups. Some people in a given group counts —of course—is not the size of the group 


like to work together. They find that creative- of minds— but the size of the minds in the group. 


YOUNG & RUBICAM, INC. 
Advertising 
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Did you feel yourself relaxing last 
night while you enjoyed that tender 
steak ? 

It probably did not enter your mind 
that the farmer who raised that beef 
might have kept your steak on the 
hoof tranquil and tender by doses of 
tranquilizers. Or that, while you ate 
you absorbed some of the tranquilizer 
yourself, 

Actually, if your meal gave you a 
feeling of well being there is little 
chance that it had anything to do 
with tranquilizers. So far the U. §S 
Food and Drug Administration has 
not licensed manufacturers to sell 
tranquilizers for consumption by meat 
and dairy animals. 

lor more than a year, howeve1 
veterinarians have prescribed I-quanil, 
Miltown, and other 


caln high strung 


peace pills to 
dangerous 
dogs, and mean ranch mink. At least 
one flock of tranquilized turkeys has 
placidly gone off to the market. 
‘There is little FDA can do to 


prevent a progressive 


horses 


farmer tron 
fviving his horses’ tranquilizers to his 
ows, although it would be hard for 

the ideal dos 


ayman to determine 
Indeed there is a seri- 


ror Bossie 
ous problem of animals’ prescriptions 
masters. Vet 


erinarians who u ially combine 


being borrowed by their 


functions of doctor and druggist, have 
taken to 


brand name with a la | For 


oncealing tranquilizer’ 
veterin 
iry use only. In > face of such 
multiple onsumption on > Tarn 
W arner-Chilcott 


Warner-Lambert Cory would seem 


|Laboratories ot 
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Tranquilizers 
Make Drug Industry Nervous 


Goes Monageerend 


OCTOBER 4, 1957 


You may envy the spectacular sales volume, the juicy prof- 


its, and sensational publicity enjoyed by the makers of 


tranquilizers. But do you have the temperament, ingenuity, 


and sales skills to cope with drug suppliers’ profit cycle? 


By GRANT JEFFERY 


to have displayed altruistic self-denial 
In issuing Paxital, a tranquilizer fo! 
Advertising | 


animals’ exclusive use 
confined to veterinary journals a 
though a spokesman comments that 
f they ever should promote direct 
o the farmer it would not be unethi 
al in the Same sense that promoting 
a prescription drug to human con 


imers would be 


Boon to Stockmen 


Although still not licensed to re 
lease peace pills for food animal 
Charles Pfizer & Co Brookly: 
N. Y., has been plying the farm pres 


- 


with SUCCESS STOries, bor «> imple 


Phizer reports that lambs treated with 
t test weight 
less feed, 


frontier ror tran 


tranquilizers gained 
‘38> taster on some 20% 
On this new 
quilizers the 


tronted with two big problen 


1. ‘They must FDA tha 


ndesirable amounts of tranquilize: 


drug firms are cor 


convince 


will not be transmitted through meat 
j 


! or woos 
a Z 0d or ¢ 


ao 
| hey 
| 
I 


inimal tranquilizers will ju 


cost. (Today, tranquilizers 


retail at an average of 

per pill.) An animal’s activity 
not size, determines its requirement 
\ nervous terrier n t 
miligrams per day than his master 
dosage. 
Pfizer, largest ethical drug 
vocal pioneer in the 


market int 


PHOUSE 


ight require more 


launching steer and sheep 
vers around the beginning ( 
lhe firm’s lab is also work 


dosages to soot he 


nore milk 


nore manageable and les 


cows into 
to render farrow! 
omer 


| 
oothe wimial 


ward their litter to 
transit so as to minimize weight 
bruising and hipping te r:; and 
) ilm laughter house ictim 0 
that excitement doe the 
mea 
L here I i demand tor 
| Prom laboratoric 


lappine pill 


render their experimental monke 


I ranquil ‘Cl 


nore ooperative 
even iid to have left the veterinar 
n the pocket ol a pet hop ownel 
i bottle labelled “For the bird 
Increased con umption b inimal 
the most promising but not the onl 
facet of market expansion plan lor 
0) brands of true “ethical 
More than 2,000 


tional tranquilizers exist in’ the 


the sone 
tranquilizer 
tube stage Their more than three 
dozen produ must oftset queeze 
from many direction Phe 30,000,000 
e pill prescriptions wr 
Wye, 


repre ented a 


but Medimetric Ih 


) 
“— 4 4¢ 
( onl 1 990 fain thi Ca 


in increase to 40,000,000 trang 

pre ription out of the more 
700 000000 medical prescription 
group expects will be written in 1 

Among influences slowing the 
ranquilizer ales is the Americ 
Association ondems 


is¢ oF trang ulizes 


nsound TaTh 


\laxwell |) 
tam, grouns 


to obtain ple i 


well b 


tederal 
rworked FDA staff 
little effect A Neu 
has declared that 
nice he 
whole ile) 
Q)-pill 
wholesals 


pre cription ~ 


Viiltown tor the 


roimy through 
infortunatel 
ajor advance 
Brown, pre 
K line W ren h | ibo 
\meri 
there l 
hy othe dramat 


empha zed Ih 


ph is 


led the 


in Chem 
] 


yeneral 


1H 


yeriat 


wd the 


ooperative ( Prod 
I \l ltown taker 
i omed il ibo 


\l lrown lollipop ied S Said 
oated \l lrown 


planning indy 


inde I 


oungster 


ny the vhole 


Tranquilizers Make Drug Industry Nervous (continued) 


Hered more than it has gained 
created 
“The 
Perel 


manifesta 


rom the immense publicity 
ncle Miltown” Berle, 
Miltown” by S. J. 
countless similar 
tion if It is easy to see how a 


conscious of his reputation, 


ph Ciatl 


nig not want his prescriptions to 


humorous connotations \s 4 


meprobamate 


need only 
on his RX 
brand to the druggist, he 


further Mil 


identi 


ilthough he write 
form and 
leave the 
rule out 


might go and 
} } 


town b pecifying chemically 
il | q if} | 
By tol | 


hied 


" 


iboratories is so dissat 


“had 


" inquilizers are 


with the and pub 


press 
t receiving that 

effort is being made to isolat 
ts PRN 


kindred a 


near chemical 
\tarax 
“Central 
tem depressant ha replaced tran 


Bristol 


from such 


competitive Kren 


quel and Suavitil 


nervous 
quilizes n all communica 
rion 


While numerou 


bron ce . 


non-prescription 
ind antihistamines are doing 
everything possible ¢ reate the im 
that 
lk renquel’s make 
Co has jomed 
get off the 
quilizer 
the American Chemical 
Atarax’s kin as tr ing ulizer 


Nlerrell terms FF renquel an 


they are tranquilizers 


William Nlerrel 


Bristol in trying to 


pression 


other side of the tran 


bandwagon. Contradicting 
Society's deh 
nition of 
inti-con 


ision Or anti-hallucinator 


\lthoug 


+ 


ivent 
h eTIOUS PT ( itting 


trang ulizer 
the indi 


I] n the fi ire tor 
the literature and publicity 
ng to off-beat 
ontinued ma 


harde I 


ing th 


now involves t 


re ised costs are reduc 


ike! lhe farm may well 
he the . } ? | 
profits fling 


New md wm proved peace 


imquilizer last 


Miltown 

recenth 
Mil 
will intre 


later 


till arriving on the scene 
idjusted for the 
ide its debut 
(;. D 

bruce ts first 


Dartal 


| hor i7ine 


menopause 
under the label 
Searle & Co 
trang ulizer 
month chemically 
But any day now a revo 


product ma begin d pl 


ona} 


cating tranquilizers 


this 
related to 


SUCCESS Ads SOTHIC 


Inanutacturer outstrips competition 
and begins cashing in on a sure-fire 


childhood dis 


eases, hardening of the arteries, ulcers 


preventive tor colds, 


ancer, heart trouble or chronic prob 
lems of old age 

ernest Henry Volwiler, 63, pre 
dent of Abbott Laboratories 
he wakes each morning in the quiet 
prairie town of North Chicago, IIL. 
with the thought, “a 


Says th it 


wonder if a 
revolution has broken out during the 
night?” “he scholarly chemist who 
rose through Abbott’s research ranks 
chief of the 


ethic al 


to operating nation s 
fourth 


must find this preoccupation particu 


largest drug house, 
larly challenging. His firm missed the 
band 
years and only hitched a ride with its 
Harmony! deserpidine this June. 
‘The trick of predictably producing 
the unexpected product and moving 


tranquilizer wagon by three 


fast to cash in on it involves a com 
clear-eyed lickety- 
plit elements that have led George 
Merck, chairman of Merck & Co., to 
name this essential art 
Actually, no 
with tranquilizers when opportunity 
first began to knock the door down. 
\s peace pills’ profits lag it will be 
interesting to see if the drug makers 


bination of and 


“serendipity.” 


firm was on the nose 


have learned a little more about ap 
plying the old formula of being in the 


right business at the right time. 


Strategic Moment 


loo often marketing emphasis has 
not been switched to a new product 
intil sales of the previous star prod 
uct reached the 


Saturation pout of 


began to decline. The strategic mo 
ment for a major new product's debut 
is when the profit margin of a prior 
The 


Soa! 


prima donna begins narrowing. 
reigning star’s volume may be 
ing. It may go on to double the unit 
sales enjoyed at the time its margin 
But 


sales, should be the deciding factor. 


began to slip. unit profit, not 


Several drug manufacturers allowed 


uitibiotics’ sales figures to delay a 


{continued on page 122) 
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Keep Inflation in Perspective 


The country’s growth in the decade following the 
war was truly phenomenal. But, a galloping infla- 
tion during that period, and since, has tended to 
exaggerate just how great this gain has been. To 
help you keep perspective, here’s a comparison ‘of 
the dollar gain in Gross National Product and the 


real” gain. 


$213.6 


eae 


mene 


ay ow 


=. 
ee ae eee 


_—— 


oe 


1945 GNP 1955 GNP 


(Billions (Billions) 


in 1945 Dollars 


The same comparison holds for sales. Dollar-wise 
a 100% growth is only a 28% “real” growth—a 
2.8% a year average gain, rather than the apparent 
10% annual gain. To keep from kidding yourself 


it’s usually best to compare unit volumes. 


Source: Department of Commerce and Geyer Advertising, Inc 
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1955 GNP 


(Billions) 
in Unadjusted Dollars 


THEY'RE IN THE NEWS 


BY HARRY WOODWARD 


To Influence The Influential 


The Saturday Evenings cesses. Pete Schruth was born to be 

t named Peter Ek. Schruth ad a salesman (‘The FBI days helped 
ing director—and the Post's ad him along the sales route: What bette: 
ising papa, [Lhe Curtis Publishing place to learn about motivations?) : 
has chosen him as a v-p: For this When he was still in college he was 


ex k Bl-man who its only 40 years old for his alma 


already selling space... 
ind who started selling Curtis’ Ho (University of Minnesota '39) ma 
lay in dummy torm, helped fashion ters humor magazine. When he 
moved from Foliday to the Post (in 


of that magazine one ot the pul 


lishing world’s gre: January) he was Holiday's v-p and 


36 


ad director. He took over on the Post 
as V-p and executive director of ad- 
vertising. (The titles are a bit con- 
fusing: His new job is bigger than 
his old one.) For several months he 
was being quietly groomed to take 
over eventually from Morton Bailey. 
Mr. Bailey’s untimely death hastened 
the promotion. Schruth and his family 
live on Philadelphia’s Main Line. 
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"So Little Time" 


If you had to sum up Gerald EF. Ankeny 


word “versatility’’ would about do it. For 


in one 


this new 
general sales manager of ‘The Maytag Co. 


con 
plains he has so many interests he can’t do justice 
to any of them. So he uses commuting time travel 
time on planes and trains and spare minutes to rea 


business publications and with anything left over 


from his job and his family he ‘‘weeds crab grass. 


He has been assistant sales manag 


rer of the Newton 
la., company (which liked, among other things, t! 


n 
Way he took himself off for the five-week AMA 


management cour;rse ) and he began his compan 


a regional manager in Akron. It 
his name is familiar to you perhaps you ll remembei 
him as one of football's famed “Iron Men.” During 
World War II he was a Navy pilot loday 


he’s fi 


career in as 


at 5 
t and capable of taking his two boys on fi 
some scrimmage ‘| hat’s Maytag Ss newest 


he’s hovering over: a 


r 
product 
new dryer. Can he sell it? 


“It’s a breeze,” he says with a wink 


Ups and Downs: 
Minute Maid Expects 


For the three month 
early August, Minute Maid Corp 
had a net lo ipproaching a millior 
dollars, “Vhe une 


the COMpan had 
SSOOO00, So it 


period last 


the national sales manager, a plea it 


gentleman named Hamilton 


ith on 


promoted to ice-pre ident 


charge ol ile ind placed on the 


ird of director ut inute Nia 
health enor gh 
duced selling prices, ex 


ind other non-recurring loss 


onspired to give Minute Maid 
temporary headache. But Han 
tone i cool characte: 

the heat he doesn't show Ne 
theles you can ft 


1 De ire he 


his fellow board member “ 
isking him some $64 question 
‘xt report He joined the 
pany in 1950. Before that he 


i p ol American Home ood 
\linute Vi aid moving iS exes 


othce from Mlanhattan 


pos! 
Madison * building 


th month ( head 
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Philip Morris: 
Never Satisfied 


\ fortnight ago, Philip Morris, Inc., 


another new package! Residents of Fresno, Hartford and ‘Tulsa 


started market testing 
e been introduced to Marlboro flip-top “tens” (above) 
half-size packs of filter-tip cigarettes. Apparently, Philip Morris 


vants to retain its title of “champion package innovator of the 


Pre-o ipation with packaging matters 18 becoming routine 


it Philip Morris, where change in product, but even more 
oO, in package is practically an every-month occurrence. No 
body can prove that better packaging deserves all the credit for 
the firn 15% increase in sales in 1956, compared to the ciga 
ette industry average of a 4% increase, but it’s logical to 
believe it had a lot to do with it 


n addition to introducing the famou Marlboro flip top box 


ind of substituting modern dress for the venerable Philip 
\lorris brown pac kaye, the company has come up with a num 
ber of innovations, major and minor, in its packages. And 
what is more, the changes have been exploited promotionally 
for all they were worth. Is there anyone in the U.S. who 
listens to radio or looks at television who hasn’t had imprinted 
on his consciousne the lilting jingle about the “filter, flavor, 
{| p-top be 

Back of the changes are the discoveries the company made 
in 1953 and thereafter through consumer research to uncover 
onsumer preferences in cigarette smoking and packaging. ‘The 
original aim was to find something to replace the obviously 
outdated brown Philip Morris package. Hidden cameras, one 
way mirrors in supermarkets, studies by several independent 


groups, finally resulted in enough information to be applied to 
the entire Philip Morris line of packages 

Another reason for the change Was the belief that improved 
packaging would be an inspiration to all concerned with selling 
the firm's products. ‘his has worked out in practice. 

Having got its feet thoroughly wet in its four years of con 
cern with packaging, it should surprise no one that the company 
jumped all the way mto the packaging swim by buying Mil 
print In the nation’s largest manutacturer of flexible pack- 
aging With nine domesti plants, 23 foreign associates — and 
over $55 million domestic sales last year—Milprint is a natural 


team-mate tor packaging CONSCIOUS Philip Morris. 


PACKAGING 
STEP 


Philip Morris Package 
gets snap-open feature. 


1955 


AUGUST 
1956 


Filtered Marlboro ap- 
pears in flip-top crush- 
proof box. Red, white 
and blue, Inverted V 
Design. Designer: 
Frank Gianninoto. De- 
veloped after exhaus- 
tive testing. 


Traditional brown Phil- 
ip Morris package re- 
placed by _ strikingly 
modern red, white, gold 
package. Designer: Eg- 
mont Arens. 


Mentholated Spud, fil- 
ter tip, in flip-top box, 
premiered on West 
Coast and 15 days later 
on East Coast. Blue- 
green and white. De 
signer: Frank  Gian- 
ninoto. 


Benson & Hedges brand 
name applied to origi- 
nal custom Parlia- 
ments, king-size and 
regular. 


AUGUST 
1956 


On 25th. Anniversary, 
Parliament cigarettes 
out in crush-proof, flip- 
top box, chevron design 
royal blue, gold, white. 
Gold inner wrap for 
freshness and to pro- 
tect new recessed filter 
mouthpiece. Price 2c 
higher than  popular- 
priced filtered ciga- 
rettes. 
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PROMOTION 


RESULTS 


TV, newspapers and 
both business and con- 
sumer magazines. 


Brought new attention 
to the brand. 


Newspapers, television, 
radio, magazines, point- 
of-purchase. 


By May 1955, demand 
had outstripped produc 
tion, making it neces 
sary to ration dealers. 
Supply caught up with 
demand only after 
major installations of 
new box-making ma 
chinery. 


$14 million ad cam.- 
paign. Emphasis on 
change. Typical head- 
line: “Pardon us while 


we change our dress”. 
TV Commercial: girls 
made quick dress 
change behind screen. 


With 8,000 distributors, 
1,300,000 retailers, over 
night changeover re 
garded as near-miraclie 
of distribution. 


TV, full pages in news- 
papers. 


Marked Philip Morris 
entry into mentholated 
market. 


Announced change 
through advertising 
campaign in The New 
Yorker, Cue, Time. 


Retained over 70% 
original custom Parlia 
ment business under 
Benson & Hedges 
brand name. 


Daily newspapers, mag 
azine back covers, 
radio, spot TV. 


OCTOBER 4, 


1957 


Approximately doubled 
rate of sales, June, 
1957, volume 63.2% 
above January, 1957, 
figure. 


(continued on next page) 


DATE PACKAGING PROMOTION RESULTS 
STEP 


AUGUST Philip Morris long-size 

1956 cigarettes in_ flip-top 
box. Regular size still Only major non-filter 
in snap-open pack. Pre Advertising pre-tested. brand in crush-proof 


viously pre-tested in 5 | Large space in news box. Got bigger share 


key markets, sales had papers, spot TV of non-filter business. 
risen 20% above those 
of king-size Philip Mor 


ris in standard package. 


JUNE Revelation Smoking 
1957 Mixture (for pipes) ap 
pears in smart flexible 


Consumer approval, but 
> nd 
Pouch Pak in red, | Business papers a too early for definite 
¢ iF c oint-of-purchase 
gold, black. Replaces po F as ashen reoutte. 
small size formerly in 


tins. (Larger sizes still 


in tins.) 
‘ 
JULY Parliament shipping 
1957 container “First” 


giant duplicate of in 
dividual package. Like Eliminated “out-of 
other shippers, this has Business papers. 


display value. This one 


stocks.’ 


doubles capacity 12, 
000 instead of 6,000 cig 
arettes. 


JULY Marlboro package gets 
1957 a “self-starter” to facili 
tate getting first ciga 
rettes out. Red tape, Hailed as a “first” with | Created interest but too 
visible when package is pages in magazines, early to appraise re 
opened when pulled Sunday supplements. sults. 

causes first few ciga 
rettes to pop up for 


easy withdrawal 


This acquisition as 


JULY Philip Morris, Inc. en sures PM of handy 
1957 ters packaging busi Publicity and institu. | source of supply for 
ness, through purchase | tional advertising. certain packaging 


. PACKAGING MATERIALS 
of Milprint, Inc. needs, plus diversifica 


tion. 


AUGUST Christmas packages for | Sunday supplements, 


entire line announced magazines, newspapers, 

1957 g ’ Par Too early for appraisal. 
to sales force. Specially radio, network and spot 
designed cartons TV, point-of-purchase 
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TRAINER PLANE is one example of 
what Temco’s extensive research pro 
gram has produced. It won the com 
pany a prime Navy contract in 1956. 


Maxwell 

iT in the manutacture of major a 
ter what an aircraft firm called its sales department. But aaltte complete in raft and ws 
Lies xecutives Who Make ing 


things are different now. This Dallas company has ad- contacts have had much technical 


In the wide-open days of the war years, it didn't much mat- 


training most are yraduate eng 
justed sights and structure to meet today's competition. jeers.”” 
lo issure nten itfention to 
each ot the three ; pe 

lime was when the aircraft i demands ot a changing market, Pre marketing Contract 
dustry didn’t regard “sales” as a di iction formerly consisted almost en Programmi lemceco recent! 
nified word. This is not to say that it tirel of manned aircratt now mm ated three mator executive position 
had anything against selling, itself les are important SJoth have b in thi department \Nlanager ot Con 
But the selling tunction was cloaked come increasingly complex and pro ind Sales for Customer-D 
under the term, “contract administra gramming must be based on constant ‘ Products: Manager of Con 
tion,’ which somehow sounded bette: analysis of market needs both present at ind Sales for ‘Vemco-Designe: 
to the industry's chief customers and future. ‘lo keep up with the new Product Manager ot Corporat 
Gsovernment military procurement es ituation ‘lemco established a De Programming 
ecutives. partment of Contract Sales and Fach executive reports to \laxwell 

‘Ot course selling Was a contin Programming on May 1 of this vea nd head i taff of engineering 
uous process regardless of the form It is headed by Maxwell, forme: ‘ inistrative and other 
it took,” says John A. Maxwell, Jr ice-president manufacturing vh Though rarely listed a 
vice-president for contracts sales and had been with the compan on Lemco’'s book most of these 
programming if lemco Aircraft organization ate cialists either make selling on 
Corp. in Dallas \ plant’s president hefore the contract i gned. of 
might do most of the sales-closing on Contract Follow-through ontinuing selling during its exe 
contracts, then, with or without - tion. Such work usually is combined 
aid ot a ‘contract administrator he “In turning out highl omple with other executive § re ponsibilitie 
might handle follow-up customer military material for today hanging which, according to Maxwell rive 
tacts during contract execution. But narket, contract follow-through be the background that nece 


' 


it the close of the war years suppl comes more than ever a major sale effective selling in aircraft 


began to exceed demand, competition building factor,” comments Maxwell lemco, organized 


harpened—and the aircraft industry “Temco contract executive must force, now has over 10, 
became increasingly sales-consciou ee that production meet ill pecif It ha hown excellent 
\lore men spent more man hours ations of contract which have been less t } ompetition 
1 aking selling contacts. [Lhe industri entered into between lTemeco and the 
began to advertise in both technical Csovernment, or betwee 
and general publications yy e contractor rol 

“Often the ‘Contract Administra who sub-contract 
tion Department Was given a new changing market f | weapon 
name, ‘Contracts and Sales.’ salesmansh ( mi » “Teme 
For several vei the aircraft 1 ‘meco must con 

| 


has been adjusting 1oOn t ‘sion and prod 


> ' 
{ 


yanizational et-uy needas of tomorrow 


not only keen ompetition | tl hed good inventor [ < ! ! ‘ t n The End 
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Republic Steel Gets Terrific Pay-Off 
From Dynamic Sales Training Program 


When |5-year pipe boom ended, the need for intensive 
retraining of 10,000 distributor salesmen became appar- 
ent. Republic Steel organized Order Makers Institute, set 
up six-month education schedule. Result: Company and its 


distributors are pacing industry in sales of butt weld pipe. 


( Republic Steel cut loo \dditional pipe tonnage last year alty. Most pipe salesmen found they 
h a high-powered sales training paid for the company’s investment in were suffering from a lethargy-pro 
| un for its pipe distributors. Ob the OMI many times over. But Nor ducing virus known as Order ‘Vaking, 
( ( Change them from Orde man W. Foy, vice-president, sales a condition which grew worse as com 
lakers to Order Makers by teaching und L.. S. Hamaker, general manage petition grew tough. 
hen more about pipe, more about of sales, who created the OMI, be As one of the country’s biggest 
elling. Last week a tally of result lieve the real returns are yet to come. producers of pipe, Republic Steel 
vas impre ( I hese expectations are based on the stepped back and took a good honest 
Largel editing its Order Make fact that the COMI machinery has look at its pipe distributors who alone 
Institute, the company reports that it been available only a short time, a account for 70% of its sales of butt 
idded an extra $750,000 a month to little more than a year. ‘Then, too weld [common] pipe. And it came 
till during the first five months of the program is the kind of package up with a remarkable package—one 
th eal Ih was the result of the which can be easily added to and which combined diagnosis, treatment 
ompan high operating rate for directed at another division, if re and cure—in the form of an intense 
butt weld (most widely used) pipe quired sales and product training program. 
which was .well over the industry Need for a program of this kind Launched in May, 1956, the OMI 
werage of 76% of capacity became apparent back in 1954. It was consists of a series of six sales and 
What's more, its infant plastic pipe the end of a 15-year pipe boom, and product education meetings, pre 
operation took an adult step forward 1 quick appraisal showed that the sented once a month. Motion pi 
by doubling its sales in 1956 ellers’ market was not the only casu tures, flip charts, discussions, quizzes 


KNOW.IT-ALL whom pipe salesmen don't resent. He's a THEORY INTO PRACTICE: This young distributor sales. 
specially-trained Republic Steel salesman, one of 80 who man, imbued with confidence born of new knowledge, calis 
brought OMI sales product training to audiences. His on a purchasing agent. He's using basics he learned in 
movie equipment fits into suitcase. OMI showed six films. OMI sales training and very happy about the whole thing. 
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KING ORDERS and TAKING ORDERS 


Z| 


PREVIEW: Republic’s jobber principals had a problem: Their salesmen didn’t 
sell because they didn’t know how! So Republic 


invited the jobbers to a special 
preview of its Order Makers Institute, where 


order-takers become order-makers 


test period ! the basis ot er per onnel ha 


truction Vleeting are concerned l trom OMI training th 
with the care and handling ot buver rhe country | hie progra 


selling butt weld pipe; how to man brought to the field by 80 


age and schedule selling time; how elected and trained Republ 


to select the pipe tor the purpos ilesmen Lhe rried the 


Republic’s seamless or electric weld 100 distributor outlet act 
pipe ) ; plastic pipe and its future. ‘The meeting places conside! 
final meeting reviews highlights ot tributors had br 
all previous meetings, and is climaxed OMI training 
by a graduation exercise, and award jobbers win at eve 
ing of diplomas. equipped them with a fre 
Koy and Hamaker estimate that hology vital 


product 
approximately 10,000 distributor sales 


and a deep ind likel long lastis 


TO SELL THE PIPE DISTRIBUTOR, professional actors IN THE FIELD 
appeared at the special “preview.” Afterward Republic movies 
solicited criticism, knocked rough edges off production 


to go on film. To make the OMI training 


dramatic and realistic parts of it were shot “on 
location Scene shows salesman at work in oil field 
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1 and SMALL 


\ << 
| 


metalworking 
plants eee 


only modern machine shop 
offers you... 
Largest circulation 


Largest number of 
plants covered 


Lowest cost per thousand 


92,000 


34,000 
just $6.10 


Plus outstanding proof of advertising 
results: In 1956, Modern Machine Shop 
carried more pages of advertising than 
any other metalworking monthly! 

With Modern Machine Shop's massive 
circulation, you get the most complete 
coverage of all metalworking plants 
large, medium and small—plus deep 
penetration of the larger plants. Its good, 
big circulation is scientifically designed 
to do a thorough job in America’s biggest 
industry ! 

For results you can see, put your 


money where your market is... in 


modern machine shop 


431 Main Street, Cincinnati 2, Ohio 


Also publishers of Products Finishing 
ind Products Finishing Directory 
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gram. Republic hired an independent 
research organization to conduct a 
survey of the pipe field. In-the-field 
targets were: district sales managers, 
buyers, purchasing agents. Question: 
Why are sales made—and why are 
they not made? Yet, most important 
the research program included those 
mostly oncerned, its jobbers both 
prin pals and salesmen. And they 
scored cleanly by asking their jobbers 
a simple question : 

How can Republic Steel help 

It was a straight question based 
on a forthright desire, and it brought 
forth an avalanche of honest, enthu 
iastic and vitally important answers. 
Upon these answers was built a ma 
jor part of the OMI program. It 
also turned up some. self-admitted 
which matched the 
tone and temper of comments made 


faults and fears 


by hundreds of pipe purchasing agents 
who were asked to appraise salesmen 
as part of the research program. Fur 
thermore, the mquiry produced a com 
posite shape of the typical 
pipeman 


jiobbe I 


Boiled down, the distributor sales 
men's response figured in two cate 
ZOries : 

THEY would appreciate help in 
becoming more thoroughly familiar 
with pipe 


THEY 


making them better salesmen 


would appreciate help in 
[hese two comments may be 
tartling in view of the source and 
the admission they carry, but they 
pave Republic what it had hoped Tor 
i definite diagnosis of the ailment 
‘They certainly proved un 
derstandable, too, in light of what 


further research revealed. 


11\ oly ed, 


In the first place, the pipe boom 
all 15 years of it) had taken most 
of the competition out of selling 
jobber salesmen had followed the in 
familiar pattern. When pipe 
was in good supply (though not too 
frequently ) they would woo the cu 


rome 


| try 


qitist 


When it was short, the cus 
tomer often had to woo the distribu 
tor 

As a result, men who never had to 
really sell knew hardly more of the 
basics of selling than when they be 
gan their apprenticeships either im 
mediately before or after World War 
Il. As for older salesmen, many of 
them had literally forgotten how to 
sell. ven those who hadn't forgotten, 
found their selling “muscles” flaccid 
and flabby. 

Jobbers had recognized the situ 
ation for a long time, but there was 
not much they could do. ‘The ma 
jority of them were salesmen, not 
teachers. And again, as small business 
men, most of them did not have the 


money to invest in extensive training 
programs. 

With a composite picture of its 
typical jobber before it, Republic then 
set to the job of evaluating the how 
to-do-it aspects of the program it had 
in mind. A product expert extolling 
the merits of a product would not 
be enough. It had the job of “selling” 
selling, and the task of firmly plant 
ing product knowledge. 

‘To make its treatment of the ail 
ing jobber a success, the company 
ame up with some strong doses of 
revitalizing medicine. ‘This medicine 
came in the form of six full-color 
sound movies, two devoted to sales 
manship, the remaining four con 
cerned with getting across product 
nformation. Each of the 80 meeting 
leaders were equipped with a 16 mm 
suitcase projector, several dozen flip 
charts (both selling and product 
theme) and a mastet plan of instruc 
tions on how to conduct the open 
forum discussion, question and answet 
periods, team quizzes and test ses 
SLOTS. 

It is difficult to tell a salesman 
how to sell and still avoid sounding 
like a school teacher. Republic had 
to meet and beat this problem in 
shaping up its two sessions on selling. 
Biggest problem was the movies, for 
they had to open the meeting and 
capture the audience’s attention. In 
the first selling film, ‘Little Time for 
Henry,” it scored what later proved 
to be a target center. 

This film, on the management of 
selling time, was done as a cartoon 
in full color. Most of the morals were 


taken care of in dialogue... by 


POINT MAKER is C. B. Nelis of 
Republic’s Commercial Research Divi- 
sion. He's selling the OMI program to 
distributors, using a flip chart to get 
key points of the program home. 
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a series of clocks, wristwatches and 
grandfather clocks, made animate and 
proffering some sensible opinions. 

Henry, the key character, is just 
an average salesman, nice guy, wants 
to get ahead, but is never quite o1 
ganized toward this end, even though 
he does have some promise. Major 
trouble it seems is that Henry just 
does not have enough time, to do all 
the things there are to do. He's not 
lazy; in fact, he would even advo 
cate a 25-hour day. 

gut this is not ne essary, Henry's 
watch learns in conversation with an 
other wristwatch owned by Pete, an 
Pete somehow seems 
to have mastered the 24-hour day to 
the extent that every so often he has 


other salesman 


time tor a conscience-free movie with 
out interfering with his schedule. 
Schedule—that’s the key word 
his master’s according 
A schedule made up 
week in advance. No waiting for 
\londay. morning to take him by sur 
prise. (The weekly schedule form 


SUCCESS, 


Pete’s watch 


used in the movie is one based on 
actual schedule made up for Republic 
tor distribution to jobbers. ) 


... Notice, says Pete’s timepiece 
that he has scheduled one im 
portant customer in the morn 
ing, and one important cus 
tomer in the afternoon each 
day of the week. 


. Then he figures on an average 
of two others—morning and af 


ternoon—as fill-ins. 


.Of course, he does not alwavs 
get those others in, but at least 
he has two “big ones’ each da 
to concentrate on. 

. When he sees some spare time 
shaping up he slips in the call 
he could not make late yeste! 
day, or the day before. 


. And, by “‘cail’’, Pete means a 


Personal Call. Not just a phone 


call—unless he calls to cancel 
or verity an appointment, 


New business becomes a matter 
of scheduling, too. Pete figures 
according to his talkative watch 
on making at least two calls ; 
week on prospects, not cu 


tomers, 


He leaves the exact time flex 
ble; just as a starter he figures 
Tuesday or Wednesday morn 
ings—right after 


big sched tiled call Cat h morn 


Jif 1 cannot see his man, he 


tries to find out what time 


vould be best, and then he 
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making the 


GUY WITH A PROBLEM — licked. 
L. S. Hamaker, general manager of 
sales, found the OMI program cracked 
sales nuts of years’ standing. 


After a while, his calls begin 
to follow a pattern. He plans 
to see each Important customer 
at least once every two weeks 
and nothing short of an earth 
quake will keep him from it. 
‘That way his custome: gets 
used to seeing him on a certain 
day. ‘This works often enough 
to make it worthwhile 


... Another thing, Pete plans his 
lunches for the week. ‘That's 
when he does use the phone. He 
lines up enough good customers 
for the five coming noontimes 


to make every moment count 


.OFf course, there are cancella 
tions, but Pete always has one 


or two reserves to drop in. 


... Lhe schedule form serves not 
only as a reminder for the fu 
ture, but is large enough to 
permit Pete to jot down the 
results of a meeting with Jones 
or Smith, or Osgood. ‘This 
helps highlight and record the 
particular interest of the cus 


tomer. 


.. One last reminder: When Pete 
thinks he is through for the day 


he makes one more call 


The “Care and Handling of Bus 


ers second of the two selling meet 


Ings also called for delicacy of han 
dling to avoid pomposity Here again 
the movie was the key to the meet 
ing, and its important 
[his time, the “authority” on selling 


was anonymous This lack of ident 


fone hight 


fication pro ided entertainment na 


suspense in the film which shows how 


IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF ALL" 


-E General 

Advertisers 
choose The 
Times above 

ALL other 

Los Angeles 
metropolitan 
newspapers 


(In the first 6 months of ‘57 
The Times led in 
95 of Media Records’ 


114 classifications) 


Advertisers across the nation look 
first to The Times to cover the 


prosperous Los Angeles metropoli 


tan area market where 27.1’ 


all retail sales in the 11 Western 


States are made 


LOS ANGELES 


TIME 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Frar 


' 


experien ed alesman with po 


skillful 


series of 


il is converted into a 
wtitioner by way of a 
ielping hand” notes from a mysteri 
authority. [These Can be summe 


pin the following ONII sales tip 


ne personal call is worth 


dozen phone call 


Don't 


friend 


confine yout calls 


Don't hort ¢ t the No : \ian 


hip largely 


Wa to 


. Know your 


. Have 


customer's opera 
tions as thoroughly as possible. 


something interesting to 
say to every man you call on 


Purchasing agents depend on 
salesmen for their outside in 


formation, but it better be right. 


Listen carefully mouth shu 


ears open, 


Always try 
t] 


to be helpful. Know 
ation of your product 


i¢ appli 
fully 


| alk about 


customer s plans 


to the Gulf GHream:? 


.-Certainly! This quick trip to the big game fish from Boca’s 


boat docks is one of the recreational 


tions return to Boea for their conventions 


you consider 
coll course t your threshold 
thre " court ind two 
mid , ! neetin facilitte 
mall wonder that thi 


nized a 


Boca firm bookings on full American 


1966, with many commitment 


sidition that Boca 


pools are 


LOOO-acre estate has become 


Florida first hoice for 


for 


reasons why so many organiza 


year after year. And when 


own 27-hole championship 
oceanfront cabana club, 


yours to enjoy, 


wcommodate up to 700——it is 


recog 


' 
conventions 


Plan basis extend as far as 
1963 and 1964 


Sruart L. Moore, President 


Be a0 , = 


Write for date 


Rotel and tu lade 


BOCA RATON, FLORIDA 


s and full particulars to Convention Dept, MG-8 


and advance buying. Ask to 
take inventory. 


bluff! Say you don't 


but will find out. 


. Don't 
know, 


Make 
know 
ship sells pipe—plus 


buyers, 
Friend- 
related 


with 
problems. 


friends 
their 


items. 


. Sell your company, its policies, 


its facilities—in terms of bene 


fit to the customer. 


Avoid high-pressure _ , selling. 
Don’t be weak, but don’t over 
power. 


. Find out the best day to call, 
the best time of day. 


At the 


the engineering or other depart 


right time, ask to see 


ments. 


. Don’t lose interest the minute 
Follow 
and to 


placed. 
through to delivery 


the order is 


the reorder. 


Jobbers Want Information 


No problem of 
proach existed 


psychological ap 
developing the four 
product education meetings which 
made up the rest of the OMI training 
program. Jobbers were hungry for 
more information. 

‘Theme of the meeting regarding 
the company’s electric weld and seam- 
Sell the “Pipe for the 
Purpose,” not the method of manu 


less pipe was: 


carrying the 
above, gave 


facture. Full-color movie, 


italicized name much 
needed technical information on both 
these two types of pipe produced by 
Republic Steel. 

In a 12-page booklet are 46 illus 
which give a_ step-by-step 
story of how both types are made. In 
addition to this information there are 
engineering specifications which point 
up the scope of equality between the 
two products. 


trations 


How to sell butt weld (most com 
monly used) pipe is the topic of an 
other product information meeting. 
Called butt weld because of the manu 
facturing process used, the meeting 
“Arteries of a Nation” 
brings glamor and drama to what had 


become known as just 


and a movie, 


“plain ole pipe.” 
Ihe idea gets across that it is a prod 
“know 
and a special sales ap 
A 24 page booklet goes 
deeply into the subject, 


uct requiring engineering 
how’ to make, 
proach to sell. 
tells how it 
is made, best used, etc. Booklet con 
tains 72 illustrations. 

Still another important 
information meeting is built around 
the future of Republic Steel’s lines of 


plastic pipe and their uses in indus 


product 
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try Lhis meeting is called “Pipe 
lines to the I iture also the subject 
of a movie in full color and sound. 
Film carries a do-it-yourself appeal 
too, for it shows how the average 


homeowner can install a lawn sprink 


ling system using plastic pipe. With 
this meeting package also comes an 
1$-page booklet with several illustra 
tions 
Ihe part plaved \ | country 
tubular casings is described in a spe 
al OMI meeting entitled “Oil Pro 
fuction.’ Lhe meeting and a movie 
titled “Let's Look Deeper’ tells how 
brought to the surtace 
and develops the idea that jobber 
salesmen should know about all phases 
of the istomer’s business. A booklet 
yoes into the basics of engineering 
and gives specifications on casing and 


tubing. 


Meetings Follow Pattern 


\ typical meeting is opened with 
a brief discussion of the OMI’s fun 
tion and a short outline of the pro 
gram. Next comes the motion picture, 
Immediately following is a que 


t 


ion-and-answet period intended 


t 


get the salesmen personally involved 
and deeper into the heart of the idea. 
I] p charts may be used by the meet 
ing leader during the forum discus 
sion, or at any time they are needed 
to strengthen a point, Many distribu 
tors offer prizes in team competition 
a set pi of every meeting. Prizes 
have ranged from a ball point pen 
a $10 cigarette lighter. Still other 
have offered a $20 bill, which is drawn 
tor by members of the winning team 
While the tremendous increase in 
sales directly attributable to this 
unique sales training program is b 
far the most dramatic point of ac hieve 
ment, the effect of the program on 
the personalities and sales power of 
the jobber organization involved is 
even more significant Actually, the 


OMI program has created a new type 


of distributor pipe salesman for Re 
public Steel. Now never before 
hn s trained to serve hi customers in 
good times, and bad, and for the first 
is equipped to do this. 

In times of short supply instead of 
‘voiding pipe-hungry customers, he 
iow makes a point of a personal call 


\laybe he cannot supply a full quota 


oft pipe but he can otter advice. Pos PAPER BOARD 

bly his customer is demanding seam 

less pipe for an application which COMPANY, INC. 
NA TIONA L MA ORR I Ss 


would be best served by electric weld 
FOLDIN G BO x PAPER MILLS 
O'irivistition 2) i ¢ 


pipe At any rate, he finds out and 
it he can, he hel ps This, Foy and 1Or 

5 IN 
Hamaker stress, is the foundation lor 


good will and the means by which 


they expect pipe § $s to pyramid ul 


SALES Orrices, Niw rTORK ww 


PALMER ma ‘ 


FOLOING G64 FLANTS, BOGOTA “* ww Fem ome 
al to ome erevueeny . ” , eur PAPER BOARD MiLLe 
MONTVILLE 2HO VERSSILL OS. CONN wonnie 4, STEVEEMVILLE. ONO 
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letters 
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id district field salesm 
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istrict 
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Wen 


the: 


Republi 


would 


» hel; 


wiv 
oe 


our automobile statistics: 


During the 
had 


ype trom 


past two mont hs we 


have initial orders for plast 


ten distributors.” 


One salesman, who previous! 


wouldn't (admittedly) discuss pipe 


in selling 


proa hed 


his over all line ap 


a municipality one 
alter meeting 
one-half 
discovered he 


on steel pipe and sold 
mile of 2'/” pipe. H 
the abilit 


present 


now had 


ind the confidence to 
ibject properly, 
progran SOT! 


the ONII 
j 


have indicated 


Since 


share 1 
Oth 
busines 


jobbers our 


he business will be ine reased. 


ers intend to give us their 


re 
LOO, 


a 
VA 


et \s 


we never 


ask an opinion, we actually COUNT sales 


Would you like 
car sales in America’ 
We've documented 
new car sales in the 
by ACTUAL 
can quickly see sales by 


MODEL, by DEALER 


ailed study 
SIXTH 
last 


a det 
market? 
COUN 


market 


and by 


Greater Clev 


of new 
largest 
year 


eland 


T You 
MAKE, by 


ECO 


You sell two great 
RETAIL MARKETS 
in the Plain Dealer 


NOMIC SECTOR of the city and county. 
Automobile 
are sold 


, like all retail commodities 
best by those who know the 
best. The Plain Dealer Auto- 
motive report is yours for the asking. If 
you haven't received your copy . . 


markets 
. write, 
wire or phone. 

Cleveland $91 1 hnllion 


’ . . ‘ . ° 
26 adjacent counties $2. billion 


TOTAL sal, billion 


week 


the 


COMMODITY 


Total Retail Sales 
Retail Food 
Retail Drug Sales 


Sales 


Automotive 
Gas Stations 


Household Appliances 


Furniture 


Source, Sale 


Manageme 


(000) 


2,247,897 
549,318 
85,930 
382,082 
120,031 
124,695 


\wrvey 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 


CLEVELAND 
CUYAHOGA COUNTY 


26 ADJACENT 
COUNTIES 
(000) 
999,804 — 
484,163 

~ 55,457 
390,920 _ 
157,081 
102,572 


4,247,701 
1,033,481 
141,387 
~ 773,002 
~ 977,112 
227,267 


{/ Buying Power, May 10, 195?) 


Akron nto inte urs 


The 


Represented by 


San Francisco and l 


Creame 


ona 


mber 


ounttes 


i Metro Sunday C¢ 


are not included in above Sales 


Cleveland Plain Dealer 


odward, In¢ 


New York, Chicago, Detroit, 


nd Magazine 


Atlanta 
Network 


wnics a 


OMI training has helped Repub 
It has 


sales 


lic jobbers win at every 
them 
psy hology, 


turn, 
equipped with a_ fresh 
vital product information 
and a deep and long-lasting tie to the 
But even beyond this the 
ontinue to benefit. 

Probably the the 
fact that OMI training is being used 
not only in selling pipe, but in selling 
their line of stock. Republ 
able to tie in reasonable 
the effect of the sal 
But it would be 
the effect ot 


made b 


company. 


biggest bonus is 


entire 
has been 
pecifiic figures to 
training program. 
estimate 
the 


also handle plum» 


impossible to 


the program sales 
distributors 


on 
Ww ho 
fixtures, hardware, oil 


drilling bits 


ing count! 


equipment and related 
products, 
Dozens of distributors also 
that OMI 
able setting 
their 
pulled the stops in the 


the 


rep ! 
val 


to help them evaluate 


meetings proved a 


own men, Some distributo: 

attendance at 
telephone 
clerks, telephone operators 
, even truck drivers 


in on the 


meeting. Salesmen, 


men stock 
and in some 


asked to sit 


CAaSCS 
were training 


SESSIONS, 


Republic Underwrites Cost 


Republic Steel, of 
the 


training 


course, under 
the entire 
program. Distributors 
asked only to supply a meeting 
All of them supplied, 


refreshments of one 


wrote cost ot sales 


place. 
at nominal cost 
kind or another 
after each of the 
meetings. One distributor in Repub 
Southern District believes so 
the program he pulled the 
Hap of his wallet wide open to make 
the the kind of 
hoped for. Dinners and prizes (He 
asked hourly 


attend the meetings on overtime pay. ) 


either before o1 Six 
lic ’s 
much in 


meetings success he 


even paid employes to 
cost him $5,000 over a six month per 
iod, according to his own report. In 
writing to Republic a short time 
he said he 


ago 
that 
from results so far he was happy t 
foot the bill. 


Secondary 


was glad to report 


ha 
been piling up for the Republic sal: 
‘The 


leader Ss, 


advantages, too, 
80 salesmen who 
conducted the ses 
teachers, the 
most and matured as salesmen. 
One young Republic 
“When | 


to be 


organization, 
as meeting 
sion have, as learned 
have 
salesman said: 
that | was going 
a meeting leader and would ap 
pear before hundreds of old-time pros 
| was death. Gradually 
meeting, | gained 
the stretch, I was 
meetings in stride. When 


felt like an old 


learned 


scared to 
each 
dence, By 
taking the 


all over. | 


with conf 


home 


if was 
time pro myself.” 


The End 


SALES MANAGEMENT 


were’ 


\ why are you advertising? 


You are asked to OK an ad campaign. The pic- 
tures are snappy. The layouts are good, the color 
strong. The copy sparkles. It looks all right... 
But wait — 

Just what is the advertising for? Specifically, 
what is each ad in the series supposed to do? 
Is the advertising just to enhance prestige, to 
keep your name before the trade? If so, are you 
sure that’s all it can do for you? 


Does it seek to overcome specific sales obstacles? 
It can. 

Is it supposed to produce good leads? It can. 
Is it designed to help with the educational chore 
your salesmen face? It can. 

Many sales executives have learned to their profit 
that advertising and sales promotion can carry 
a larger share of the sales load than they had 
ever thought possible — providing it is planned 
that way. 


Advertising is most effective when it is assigned 


a definite part of the selling job — often a part 
that is time-consuming and costly for salesmen 


to cope with alone. 


Whatever the advertising is designed to do, make 
sure it does it before you put that OK on the 
campaign. 


The Schuyler Hopper Company 
12 East 41st Street, New York 17, New York 
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As head of sales you are a top executive. It's part of your job to appraise 
the performance of people who work for you. 
t 


ow would you rate your ne (if more than one, rate the one to 
ill 


which you give your largest b 


Outstanding 


“How would y 
you?" 


Outstanding 


40°/, 


39%, 


Composite Replies 


Adequate 56°, 


Composite Replies 


Adequate 58°/, 


ing) on its performance for you?" 


Poor 4°, 


ou rate the agency's account executive now assigned to 


Poor 3%, 


"Would you hire this account executive for a place on your firm's staff?” 


Yes 63°, 


Composite Replies 
No 37% 


Sales Chiefs Answer Key Questions 


On Their 


sa unique 
an outside 
ime time usually 


elation hip with if 


amount of con 

information he must exer 

how and to whom 

data on company opera 

ivency men compl iin that 

client too close mouthed How 
then a ile cutives themselves 
sales data 


t been put to 


> 
teel about dis¢ ure ot 


This que 
Sates MANAGEMENT'S Sales Leader 
hip Panel 

Does your firm 


tion has ju 


provide your 
agency with full details on over-all 


le Is?” 
Company sates Boas. 


50 


Panelists’ replies: Yes,” said 
81%. “No,” said 19%. 

\ “yes” was given by M. Rapp, 
vice-president, Detecto Scales, Ine., 
Brooklyn, N. Y.; Harold L. Schafer 
president, Gold Seal Co., Bismarck, 
N. D.; and Walter R. Gow, sales 
Magnesium Company of 
America, Last Chicago, Ind. 

“No” says D. L. Rossiter, vice 
president, Inland Steel Products Co., 
Milwaukee; and Harold W. Grass}, 
sales manage! Lhe ‘lanvilac Co., 
Inc., Des Moines, la. 


Sales executives are a little bit more 


manager 


free in releasing to agencies the com 
pany s position on the product han 
dled by the agency. When Panelists 
were asked: 

“Do you reveal to your agency 


Relations to Advertising 


figures on past sales of products for 
which agency prepares your advertis 
ing?’ Answers: “Yes,”’ 88%. “No,” 
] AY) 

Share-of-market information is held 
just a wee bit more tightly. Panelists, 
responding to, “‘Do you disclose to 
your agency your share-of-market on 
products they work on for you?” re 
plied: “Yes,” 84%. “No,” 16%. 

If you have more than one agency, 
there is about a 50-50 chance that 
you will discuss with one agency your 
product whose advertising you have 
assigned to another agency. But 80% 
of the Panelists responding say they 
have only one agency; 14% report 
they engage two agencies, and 6% 
say they have three agencies for thei: 
products. 


SALES MANAGEMENT 


| make over 


94,568 


Sales calls each day 


YOUR SALES MESSAGES CAN SATU- 
RATE MICHIGAN’S SECOND LARGEST 
RETAIL SALES MARKET AT ONE LOW 
COST WHEN YOU ADVERTISE IN... 


THE FLINT JOURNAL 


""Flint's only Daily Newspaper" 
* Retail Sales per household, $5511. 


* U.S. Average Retail Sales per house- 
hold, $3856. 


% Number of households in 
Metropolitan Flint, 97,560 


meth 
ee 


i 
i 


More Flint Metropolitan Statistics 


Consumers’ Spendable Income per household... $ 6,678 
Total 1956 Retail Soles 537,645,000 
Food Retail Sales, ‘56 125,178,000 
Drug Retail Sales, '56 21,836,000 
Apparel Retail Sales, '56 31,492,000 
Home Furnishing Retail Soles, '56 44,040,000 
Automotive Retail Sales, '56 130,284,000 
Filling Station Retail Sales, '56 43,110,000 


Source SRDS, june 15, 1957 


THE FLINT JOURNAL + 90.3% Coverage of The Flint Market 


“thy | Michigan” 
BOOTH SPAPERS 


THE BAY CITY TIMES THE ANN ARBOR NEWS 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 


Superior 7-4680; Brice McQuillin, 785 m Shurtliff, 1612 Ford Bidg., Detroit 26, WOodwerd |-0972 
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report that the 
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thei companie 
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report three or more title 
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thing | the 


imyone to get the ‘eal ol 
unple, Panelists di 
ale executives 


ing agence 


[ail report 3% ! Panelists 
Weeekl iv 300% 
\ViIonthl disclose 


(Quarter! declare 


(On the other hand, the advertising 


aye t part of executive row 


md a i key lieutenant of the sales 


e, he is in much more fre 
t with the sales head than 
wcount executive. Pan 

report that they confer with 


is follow . 


[ail 
Weeekl, report 
\lonthh dec 


When we asked Sales Leades ship 
Panelist How much til do you 
pena a onterring with wxour ad 

is compared with 
the man who held 


il ago?” they re 


vreat ce il more About 
th urn y 140, 
Incidentally t the reporting 
Panelists have held théir present titles 
nee 1950 The End 


The Decision Makers in Advertising 


SaLes MANAGEMENT Sales Leadership Panel members were asked 
seven basic questions about their relationship to advertising. Replies 
from 178 Panelists (whose answers include one or more titles pet 


question ) disclose : 


Who by title(s) in your firm has the responsibility for deciding 
which product is to be advertised?” 


President 13% V-P Sales 27% V-P Adv. 

Ex. V-P 5 V-P Marketing 4 Adv. Mer. 

V-P 1] (sen. Sales Orher 
Manage 51 


“Sales-Mktg” 14 


“Who by title(s) sets the sales goal for the product which is to 
advertised?” 


President Y V-P Sales 330 Other 16° 
Ex. V-P V-P Marketing 5 
V-P Gen. Sales 

Manager 

“Sales-Mktg”’ 


“Who by title(s) has a say on the amount of money to be spent in 
advertising one of your firm's products ial 


President 40% V-P Sales 28% V-P Adv. ar, 
Kx. V-P V-P Marketing 4 Adv. Mer. 12 
Creneral (jen. Sales Other | 
Manage Manage 25 


V-P “Sales- Mktg’ 


9 


“Who by title(s) has the responsibility to develop the advertisin: 
theme to be used?” 


V-P 3% V-P Sales 17% V-P Adv. 
Gen. Sales Adv. Mer. 
Manage 26 Agency 
“Sales-Mktg” 12 Other 


“Who by title(s) has a say on whether the theme will be used 
your firms advertising?” 


1% V-P Sales V-P Adv. 

} CGsen. Sales Adv. Mer. 

3 Manager 40 Other 
“Sales-Mktg” 12 


President 2 


Ex. V-P 
V-P | 


“Who by title(s) initiates recommendations of media to be used by 
your firm? 
President 1% 


V-P 5 


V-P Sales 12% V-P Adv. 
Gren. Sales Agency 
Manage 21 Adv. Mer. 
Sales-Mktg”’ ) Other 


“Who by title(s) has final say on media selection?” 


President , V-P Sales 20% Adv. Mef. 28 
V-P Gien. Sales Other 22 


? 


(jen. Manager Manage 33 
“Sales-Mktg” 8 
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Tailor-made carton service by Gair 


Gair gives Toni's diversified products instant brand-name 
identity from any angle, With bright white board for 
Regular Toni, with glistening foil for Toni Silver Curl, 
Gair's superior color printing helps cosmetics fulfill their 
promise of beauty 


Gair has a proven flair for creating cartons that 
; also a proven as et to itished cu tomers evel vhere 


how your product « in be even more ot a 


QQ 
S call your Gai representative or write Gan 

: 
GATR creative engineering in packaging 


BOXBOARD AND FOLDING CARTON DIVISION OF CONTINENTAI E CAN COMPANY 
FIFTH AVENUE, NEW YORK 36 N.Y 


5 successfu 


extensions of BH&G’s idea-power: 


Better Homes & Gardens Idea Annuals 
.. open to advertisers this year for the first time 


| ‘ » 
| Better Homes A (ardens 


WOME BUILD 
IDEAS 


Wy oot Meme « A Galen 


\iTCHEN nn f 


pay IDEAS ANNUAL 
ose, Oct. 15, 1957 
On Sale: Dec. 18, 1957 


There’s still time to get your ad in 
the 1958 issue of 


HOME BUILDING 
IDEAS ANNUAL 
CLOSES: Nov. 15 


ON SALE: Jan. 18, 1958 


An important market for any product used in building a new home or 

improving an old one. The thousands of home-centered families who 

study this specialized publication for usable ideas and advice, want 
OPEN! buying help and guidance, too! 


a oar aT OO 


({IRISTIAS 1D 


GARDEN IDEAS ANNUAL HOME FURNISHINGS IDEAS ANNUAL CHRISTMAS IDEAS ANNUAL 
Closes; Dec. 13, 1957 1958 Issue Closes: July 15, 1958 1958 Issue Closes: Aug. 15, 1958 
On Sale: Feb. 19, 1958 1957 Issue on Sale: Sept. 18, 1957 1957 Issue on Sale: Oct. 18, 1957 


YOUR PRODUCT MAY BELONG IN ONLY 1 OR 2...OR IN ALL 5 OF THESE TIMELY, SELECTIVE BOOKS 


Each Ideas Annual is an extension of Better Homes specialized publications. Call your BH&G represen- 
& Gardens’ well-known talent for stimulating reader tative right now. Ask him to give you facts and 
action. You deepen your penetration of the market figures to help you decide which of these 5 annuals 
created by BH&G when you advertise in these provide the best advertising climate for your products. 


Another success story from 
America’s biggest publisher of ideas for today’s living and tomorrow's plans... 


Meredith Publishing Company 


Des Moines 3, iowa 


Will Snob Appeal Work for You? 


Aura? Glamour? Romance? Heublein's ''Ming" teas, sell- 


ing as high as $4.75 a pound, are dressed, advertised and 


merchandised as precious, 


A few high-price products are suc 
cessfully sold quite blatantly on out 
right snob appeal. Others appeal to 
the element in the human ego that 
makes almost all of us desire to own 
something that can be fully appre 
ciated only by those of most discrimi 
nating taste. here’s something of the 
collector in all of us. 

In this ‘collectors’ item” class are 
the 31 specialty teas sold under the 
“Ming” brand by Heublein Food Im 
porting Co., New York, a division 
of Heublein, Inc., Hartford, Conn. 
‘The company has won for the brand 
an aura of elegance through its cus 
tom-tailored program. 

When Heublein bought the Ming 
line from another importer four years 
ago, it had a small but loyal following. 
The firm’s sales heads decided to re 
tain those elements of the merchan 
dising program which had given the 
product prestige. “They retained the 
attractive packages—the teapots and 
canisters, with gold cord and em 
bossed foil tags. “To widen distribu 
tion, systematic advertising in fall and 
winter through Bryan Houston, Ine., 
was begun. 


Except for a change of media, the 


current advertising campaign closely 
resembles those which have proved 
successful in the previous two years. 
‘There is the same single-column, 70 
line copy with illustrations of the 
packages and repetition of such 
phrases as “The Divine Tea” and 
“Treasure Teas,” and mention of 
cultivated taste and 
flavor. And there’s the offer of the 
Tea Dictionary, which is expected 


connoisseurs, 


as in the past—to bring in an ave 
age of 100 inquiries a day. 

This year’s campaign will be con 
centrated in two publications, the 
New York Times Sunday Magazin 
and Sunset, dropping two non-region 
al publications previously used, but 
stepping up the number of insertions. 
It is the company’s belief that the pro 
portion of people willing to pay nearly 
$5 a pound for tea is enough higher 
on the East and West Coasts to jus 
tify this regional allocation of adver 
tising. 

An examination of the typical ad 
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extravagant—even divine. 


TEA 1S SOLD in decorative teapots. But mostly they are for show, to give the 
prospect the illusion of luxury. Most people buy “Ming” tea in canisters 


vertisement gives a capsule view of 
the entire merchandising program 
‘The illustration shows the package 
teapot and canister 
space used. ‘The name of the leader 
of the line, “MING CHA,” appears 
in large letters, followed by the 
phrase, “The Divine Tea.” Body of 
copy is short, less than 40 words 
There’s an Oriental-looking coat of 
arms, and the offer of the free ‘Tea 


Dictionary. Included in the con 


dominating the 


pany's Hartford address is the plea 
ant-sounding word l eaberryport 
detail 


characterizing the merchandising pri 


in example of the effective 


gram. 

‘The packages have reuse alue a 
well as exotic appeal Among the te 
pot designs is the Mandarin (coy 
of a museum piece), the Dragon, the 
Bamboo Blossom. I he caddie i! 
canisters are worth owning 
without the contents. And there 


con binations 
il of them offered as “Ming ‘Tea 
assemblies 


gift packs and 


Part 


| here is a high degree of coordina 
tion of the elements of the Campaign, 
lhe advertisements offer the ‘lea 
Dictionar Ihe Dictionary gives in 
formation and tea lore, explains tea 
ocabular but it also lists and 
hows prod sent with the Dic 
tionat a tolder-type catalog and 
{ imple tea bay and on the fag at 
tached to the bag is the offer of the 
Dictionary. In the Dictionary, there’s 


the send names and ad 


who might like the 


suggestion 
dresses of triend 


Di tionary 


Care and thought go into pro 
essing the 100-per-day 
ceived as a result of the campaign. 
Forwarded to the New York office 
trom Hartford, they are usually an- 
swered within 


inquiries re 


two days of receipt. 
Ihe personalized letters are written 
on a Flexowriter, with 


and and 


matching 
fill ins 
for special inquiries or comments. ‘The 
off-white letterhead, 754 x 10! 

inches, has the firm name in brown 
ink the Oriental coat-of-arms 
trademark with the slogan, “Ming 

‘Treasure ‘Teas of the World,” in 
ink. ‘Lhe 3-paragraph letter 
lists enclosures ( Dictionary, brochure, 


name address othe 


and 


green 


Drive Coast to Coast 


ina 


Model T |? 


Well hardly. 


But you'd be surprised how many com- 
panies think nothing of operating their 
business the same old-fashioned way 
“grandfather” did 40 years ago 

They either don’t know — or won't 
the facts modern 
distribution practices 

The distribution and marketing of 
industrial products consists of many 
steps necessary to move an item from 
its place of manufacture to its ultimate 
point of use 


listen — to about 


finding, developing, 
servicing markets; ware- 
housing and stocking; packing, ship- 
ping, delivering; customers’ 
billing, collections 
Wait — stop right here, This is where 
the men are separated from the boys. 
Or, if you will, where modern, abreast- 
of-the-times companies with an eye to 
more 


selling and 


credits, 


less cost win out over 
their less progressive competitors, and 
decide that this is where industrial 


sales at 


distributors fit in, 

The modern manufacturer knows 
that most of these steps in the distri- 
bution process can be done for him by 
industrial distributors more efficiently 
and economically than he can do them 
himself. He turns to his own good ac- 
count industrial distributors’ proven 
record of sales ($4.5 billion last year) 
and service to industry. He moves the 
distribution load from his company’s 
shoulders to the capable broad back of 
the nationwide network of industrial 
distributors 

If your company does not now have 
a distributor selling plan, but should 

or, if you'd like to further utilize 
distributors we'll be glad to help 
you analyze your present method and 
suggest how you can effectively mod- 
ernize your distribution set-up. We 
know pretty much about it. We've been 
right in the middle of the industrial 
distributor business since 1911. Write 
us al 


a meorawmict pusticarion Industrial Distribution 


ABP ABC 
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330 West 42nd St., New York 36, N. Y. 


sample tea-bag), invites similar re- 
quests for friends, and explains that 
the inquiry will be forwarded to a 
representative (broker) who will sup- 
ply name and address of a local dealer. 
The letter is signed personally by a 
Heublein staff member. 

The entire mailing—letter, dic- 
tionary, brochure, tea-bag, all coordi- 
nated in color and design—fits neatly 
into a 7'4 x 4-inch envelope also 
decorated with the Oriental coat of 
arms and the “Treasure” slogan. 

In accordance with the custom in 
the fine food field, Heublein’s Ming 
sold to dealers through 
(This is true also of the 
firm's other food specialties, such as 
Huntley & Palmer’s Biscuits, Rob- 
Scotch Marmalades, Jams 
and Jellies, Artzner Foie Gras, the 
Johnny Cake Game Farm line.) 
Brokers are called upon by the com- 
pany’s nine salesmen. Direct mail and 
advertising in the magazine, Tele- 
food, are used to reach dealers. 


teas are 


brokers. 


ertson’s 


Advertising Merchandised 


‘The various promotional materials 
and details of the Ming advertising 
campaign are presented in high-style 
fashion to retailers, usually through 
brokers handling the line. For exam 
ple, they are now receiving a hand 
some kit, the outer folder of heavy 
gold stock, with the identifying coat 
of-arms trademark on the cover. In- 
side are color photographs of the vari 
ous packages in the line. 

Another example of attention to 
detail: On the back of each sheet ot 
color illustrations of packages in the 
line is a keyed diagram, with a de 
scription of each product. ‘The Man- 
darin Teapot, #130 on the chart, is 
a ‘“6-cup copy of a museum piece, ele- 
gantly decorated in inspired colors on 
pale yellow. Filled with 25 tea-bags 
of MING CHA, the divine tea.” 

In addition to the inherent display 
value of the colorful sheets, dealers 
can create their own displays from 
the packages themselves, using the de- 
scriptions on the backs of the sheets 
as the basis for copy. 

The portfolio also contains reprints 
of advertising scheduled for consumer 
advertising with insertion dates as re- 
minders of promotional tie-in possi- 
bilities. 

A sales argument used to influence 
dealers is that Ming Cha, unlike 
many expensive, high-quality teas 
(such as Darjeeling, Earl Grey and 
Young Hyson) is sold only by Heu 
blein. The company sells other fine 
teas packed under the Ming label, 
but Ming Cha (“the Divine Tea’) 
is the firm’s exclusively. The End 
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PORT BRIEFS 
from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


TOLEDO | 
2) 
vs the key 7 to the sea 


Ninth largest port in the U.S., Toledo is already the center of Ohio's third market with 
$1,996,423,000 net effective buying power*. What will it be when the St. Lawrence 
Seaway is completed? Keep your sights trained on Toledo, the key to the sea. 


275 tons of Jeeps bound for Rotterdam 
were part of the cargo recently taken 
on by the Ternefiell, of the Fjell-Oranje 


line. Loading operation is shown. in 
photo 

’ . 
Four “pilot” shipments of soybean oil 


meal, produced at the Rossford, Ohi 
plant of General Mills, will move 


through the Port of Toledo this season 
destined for Antwerp, it was announced 
by Louis Brewster, director of buying 
and sales for the soybean division of 
General Mills. Revival of the poultry 
industry in Europe has created a high 
demand for the meal which provides 
essential protein for poultry feed 
Shipments which average several 
thousand tons a year since 1954, were 
formerly exported by way of Montreal 
and East Coast ports to Europe 


Sunny Girl, the three-month-old Nor 
wegian-flag freighter, made Toledo 
her first U. S. Port of Call on July 13 
She loaded 95 tons of flour, 25 Jeeps 
and 12 tons of paper-bag-making 


machinery, all destined for Venezuela 


TOLEDO’S NEWSPAPERS we the key 4 to this 


great and growing market on the St. Lawrence Seaway 


Third in Ohio in net effective buying income. Third —the TOLEDO BLADE and TIMES. There are 


in Ohio in food sales. First in Ohio in farm sales. To no duplicate keys. Send for your copy of the 1957 
open the door to this big and getting-bigger 14- Toledo Market Map. 

county ‘Toledo Market you must use the proper key Bales Management Survey of Buying Power, May 10, 1967 
TOLEDO BLADE Daily and Suday. TOL! MES Moning 
SEeregcetea vere 8 Y MOLONEY, REGAN & ie © £A8 2 (MC. 
OCTOBER 4, 1957 ee 
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Do you know who can really buy your product? 


Some people in advertising (in- 
cluding quite a hatful of pub- 
lishers) have created a mythical 
concept that makes industrial 
top-management men out to have 
direct buying authority that 
would require more arms than an 
octopus; more heads than Hydra. 


When it comes to industrial mar- 


keting, here’s the truth of the 
matter. 


“Top Management” must dele- 
gate responsibility—and if your 
product is used in production and 
maintenance engineering it must 
be bought by the “buy-it-and-get- 
things-done” men serving in that 
function. 


PRODUCTION 
ENGINEERING 


MAINTENANCE 
ENGINEERING 


MILL & FACTORY is the only publication edited 100% for 
the men known to be directly responsible for the methods, the 
equipment and the supplies used in production and maintenance. 
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Mitt & Factory can carry your sales 
message to these all-important influences 
because its Franchise-Paid circulation is 
built by 1,724 industrial distributors’ 
sales engineers who search out and sell 
these same men products that are used 
in production and maintenance, like 


these: 


Abrasives —cloth, wheels, etc. 

Building maintenance equipment 
and supplies 

Components — fasteners, etc. 

Electrical equipment 

Hose, packings, gaskets, etc. 

Hydraulic and pneumatic equipment 

Lubrication— equipment, lubricants 

Machine tools and accessories 

Materials-handling equipment 

Mechanical rubber goods 

Metals —steels, aluminum, brass 

Pipe, valves, fittings, steam specialties 

Power drive — mechanical and 
electrical 

Tools —cutting, hand, shop, 
carbides, etc. 


Welding and cutting equipment 


These industrial distributor sales engi- 
neers do not sell top administrative 
management men who are concerned 
primarily with management policy 


administrative and financial problems, 


Mill « Factory 


serving production and maintenance engineering 


pension plans, insurance, plant loca 
tions, over-all operating considerations, 
etc. The products sold by these distribu- 
tors are used almost exclusively in pro- 
duction and/or maintenance the 
machines, tools, materials-handling 
equipment, electrical power and trans- 
mission equipment, lubricants, steam 


specialties, etc 


The readers of MiLt & Factory. . . the 
men the distributor sales engineers see 
to sell... are the men concerned with 
production and maintenance engineer 
ing right out in the plant the men 
who see that the work gets done; the 
men with the delegated responsibility 
for the specification and use of the ma- 
chines and equipment they need to im- 


prove methods, cut costs. 


How this works out in real life is well 
illustrated by hundreds of case studi 
ve made of actual sales of product 
like yours to MILL & FACTORY read 
' Ask your MILL & FACTORY rep 
i niative to show you some of the 
ports. You'll see why, if you sell ma 
chine equipment, materials used in 
oduction or maintenance engineering 
VILL & FACTORY is your best bet 
to get your sales story to the men who 


in say “Y¥¢ and make it stick 


the men, 


regardless of title, industrial salesmen must see to sell 
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... Land of 


Cattle and Computers 


It's not long since there were more beef cattle than 
people in Arizona. Millions of tourists who annually visit 
the Grand Canyon State are thrilled by the sight of work 
ing cowboys, from the pine forests in the northern moun 
tains to the picturesque Mexican border 

Flectronics, too, is a part of the Amazing Arizona 
scene. Such words as “computer” and “transistor” are 
rapidly becoming a part of the Arizona vocabulary as 
modern smokeless factories rise where cattle once grazed 
Manufacturers are attracted by the fine weather and 
choice locations with plenty of room for expansion. Men 
and women who like to work where it’s fun to live provide 
a growing pool of skilled labor 

Arizona's legislative “climate” encourages industry with 
an “Open Port” law which permits tax-free warehousing 
of goods destined for ultimate out-of-state delivery. There 
is no manufacturer's inventory tax. State income tax is low 

Don't miss the opportunity to have your business grow 
with the “growing-est” state. Interested? Write today for the 
latest Arizona Industrial Facts. Ask for vacation informa 
tion, too, if you'd like to combine pleasure with business. 


WRIZONA 


Development Board 


Arizona Development Board, Department M-1 
1521 W. Jefferson Street, Phoenix, Arizona 


Please send: Arizona Industrial Facts 


Vacation Information 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Cyanamid Co. ... 
Allan B. Clow elected v-p tor mar- 
keting. Succeeds Dr. W. G. Ma! 


colm who has become president. 


A.S.R, Products... 
Leslie Kk. Parkhurst, director of 
marketing, appointed v-p. 


Blackhawk Mfg. Co.... 

Wesley J. Kiley, marketing man 
ager, named manager of Distributor 
Sales Division. 


Borg-Warner International Corp... . 

Marshall A. Haislup promoted to 
industrial sales manager, Elmore ‘T. 
\MIcKenzie to appliance sales manag 
er, John D. Gulick to automotive 
sales manager. A. H. Schmal becomes 
general sales manager of Long Manu 
facturing Division. 


Standard Pressed Steel Co. ... 

Robert E. ‘Thomas named general 
sales manager of subsidiary Cleveland 
Cap Screw Co. 


Firestone Plastics Co. ... 
Whitney R. Kerchner appointed 
advertising and sales promotion man 


ager. 


Ford Motor Co... . 

Joseph FE. Bayne elevated to gen- 
eral sales manager of new Lincoln & 
Mercury Division. 


Frank H. Lee Co.... 
J. Lawrence Sherk upped to v-p 
in charge of sales. 


General Motors Corp... . 

Edward C. Kennard named gen 
eral sales manager of Buick Divi 
sion. K. O. Keel appointed general 
sales manager of Cleveland Diesel 
Kengine Division. 


Landers, Frary & Clark... 

Maurice F. Moriarty becomes sales 
manager of Handy-Hannah Products 
Corp.; a division. 


L.O.F. Glass Fibers Co... . 
William E. Worcester appointed 


manager of aircraft sales. 


Olin Mathieson Chemical Corp. . . . 

kdward M. Grady becomes sales 
manager of mill products, Western 
Brass Mills Division. 
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How to stretch your shipping dollar 


The high cost of shipping filled Harry with dread 


Harry uses his head now... he’s crowned with success 


' 
' 
! 
' 
! 
i 
' 
i 
! 
! 
! 
i 
' 
! 
! 
i 
t 
! 
' 
' 
! 
' 
! 
! 
' 
' 
i 
! 
' 
' 
' 
i 
i 
' 
! 
' 
! 
! 
! 
' 
' 
' 
' 
! 
' 
! 
' 
' 
! 
' 
! 
' 
! 
' 
' 
! 
! 
i 
! 
! 
' 
i] 
i 
' 
! 
' 


He knew that the boss would be out for his head He calls economical RAILWAY EXPRESS! 


No use trying to stick to a shipping budget if you have to 
pay for “extras’’ like pickups, deliveries, and insurance. 


You just can't do it! s\ LW) 
It's easy, though, when you ship by Railway Express! 

sonia ) a EXPRES so 
One fixed charge is all you ever pay. You get complete service . ~ 
that is swift and dependable, plus domestic coverage ~~ t. E N C' 
no other company can match. What's more, you can speed 


shipments to and from almost anywhere in the world, 


via Railway Express’ new World Thruway Service. 


So, always specify Railway Express. It’s the complete 
rail-air-sea shipping service. 


OCTOBER 4 
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Want college alumni? 


The News is read by more college alumni than 


. . / 
any other New York morning or evening newspaper! 


If you want higher sales from the higher 
1.Q.’s in metropolitan New York... you reach 
more college educated in The News audience 
than any other local paper. In the group with 
more than a high school diploma, The News 
by itself delivers 

130,000 more than the Times 

170,000 more than the 

World-Telegram & Sun 

290,000 more than) the 
Herald Tribune 
360,000 more than the Post 
370,000 more than the Mirror 
390,000 more than the 


Journal-American 


College alumni make cash registers cheer, 
are choice prospects for upper price lines and 
all quality products. 

The News best reaches the best customers! 
It has more readers in families with $10,000 
and up incomes, more two-car families, more 
home owners, more families with children, more 
bondholders and stockholders, more prospects 
for quality merchandise—and only The News 
delivers maximum volume 

With more than 4,780,000 readers daily in 
the nation’s largest and richest market, The 


News merits first choice on any sales schedule! 


Ask for all the facts. 


The [of News, New York’s Picture Newspaper... 


with more than twice the circulation, daily and Sunday, of any other newspaper in America. . . 
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lf You Like Composites. . .. 


Here's a Description of a 
Typical Salesman's Expense Account: 


In a large city, he spends $18.02 a day for housing, meals, local transportation, 
incidentals. 


In a smaller city, he spends $15.05 a day. 


Either he gets paid $.0738 a mile for the use of his own car, or he travels in 
a leased car, If it’s leased, it’s probably a Ford, Plymouth or Chevrolet. 


He usually keeps cleaned and pressed and laundered at company expense. 


When he entertains customers it’s usually for lunch, but he is asked to use 
common sense on all entertainment investment. He prefers a motel to a hotel 
nowadays 


He gripes—-and his boss gripes—about the time waste and high costs now in 
volved in parking and overnight storage for cars in many areas. 


It's up Again: The Cost 
Of Keeping Salesmen in the Field 


Per-day cost for maintaining a man in a small city has risen 
more than twice as much as the figure for larger cities .. . 
leased cars are now being used by 21%, of the companies 


reporting. Average per-mile auto allowance is now $.0738. 


Lh what happened to the cost divided about equally between indus 
maintaining salesmen in the field trial and consumer goods firms. In 
all cases our figures and percentages 
per day for operation on individual items are based on the 
wer 100,000) have total number of reports which offered 

loday's figure: $18.02 omparable statistics. 

t per day tor operation As we feel moved to do each time 
in smaller ies has risen 20.7%. an updated report of this kind is 
loday’s figure: $15.0 offered, we again strongly emphasize 

Average cost per day for executive the need for the application of judg 
travel toda $31.36 (In 1953 ment in the use of average figures 
$28.33 in large cities, $20.76 in small We repeat: We are only too well 
CITICS yeparate figures were not com aware that averages are consistently 
piled this year. ) abused; that highly erroneous conclu 

lotal per-mile cost of operating sions can be drawn from them if the: 

automobiles has risen a ire not used with intelligence; that a 

survey of this nature is subject to 

Per-mile auto allowances among criticism both because participating 

ompanies paying salesmen for the companies do not have uniform a 
ise of their own cars now iverage counting methods and because some 
4.0738 figures must be “guesstimated”’ since 

These figures are based on reports precise figures simply are not avai 
from more than 200 companies, made ible. 
to the editors of SALES MANAG} However, we do believe the aver 
MENT in July, “he companies were age * have developed are derived 


62 


from an adequate sample and_ that 
they can be of some service to readers. 

Among our reporting companies 
this year, 60 have increased allow- 
ances for salesmen’s expenses in the 
last two years by an average of 
13.9%. ‘Twenty-eight have increased 
auto allowances an average of 15.2%. 
Fifty-nine say they will have to in- 
crease soon. 

A Far West sales manager reports: 
“We are increasing our salesmen’s 
commission this month by $5 per unit 
of sale to cover increased sales ex- 
pense. (Qur commission men pay 
their own expenses.) Our men prefer 
motels to hotels, since the accommo- 
dations are more modern and gen- 
erally cleaner. 

“IT traveled approximately 65,000 
miles last year. I personally have 
been having difficulty in finding motel 
accommodations for less than $10 or, 
in most cases, $9.50 for a single. 
Hotels run around $7.” 

[Editor’s note: How times are 
changing in the competitive picture 
of hotels and motels! ] 

Motels, incidentally, are being used 
freely by the sales forces of almost 
all the companies covered in our sur- 
vey. Not one company reported that 
its salesmen never use motels. 

These items are pretty well stand- 
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Erie has nai/ed it 


Back in 1940 Erie ranked 4th among Penn- 
sylvania cities in population, 6th in retail 
sales*. ® Since then Erie has grown faster 
than any other major** Pennsylvania city. 
As a result Erie has solidly nailed down think 

3rd place—after Philadelphia and Pitts- Pennsylvania 
burgh—in both population and retail sales‘ on ina 

# Erie’s newspapers are another reason why ee 
it is the state’s logical 3rd market buy. For and 

The Erie Times & News Erie 
deliver the whole mar- 


ket. Contrast this with The Erie Times : 


When 


you 


Pittsburgh 


some other Pennsyl- 


Vania situations where 


neighboring cities are The Erie News iacieaiiiie 


lumped together to cre- 


ate a “market” which no 


one newspaper buy can The Erie Times-News Sunday 


possibly cover 
- Represented by The Kat: 


snege y of Buying Pow 


EENY, MEENEY, MINEY, MOE... WHERE DOES A 
SMART PLANT EQUIPMENT SALESMAN GO? 


Watch that ball! Which way will they run the play — off 
tackle, around end? Where will your next sale start? What 
men will get into the formation? Study the chart — it shows 
not how someone bought new materials handling equipment, 
but how one company reached a solution to an actual mate- 
rials handling problem. There's a big difference! 


AS 
ACTION 


Experienced salesmen know that you can’t be sure just where your 
ale will start 


Or who, specifically, will get into the act... Or, in what sequence... 
What in the world can you be dead sure of? JUST THIS: 


Plant equipment, materials, supplies, services are bought by the 
PLANT OPERATING GROUP 


The management men and engineers with operating responsibilities 


for production, plant engineering and maintenance, and direction 
of people ' 


FACTORY is the only pyblication that concentrates its coverage 
and editorial on tbe PLANT OPERATING GROUP in all the manufac- 
turing industries 


\ VT 1 
LA 
A McGraw-Hill Publication (ABC-ABP) 


MANAGEMENT AND MAINTENANCE 140 W. 42nd Street New York 36, N. ¥ 


Bdited Exclusively For The Plant Ope rating Group 


ardized as “allowable” on expense 
accounts everywhere: hotel or motel 
rooms, meals, tips, taxis and other 
forms of local transportation, tele 
phone and telegraph bills, bridge and 
ferry tolls . . . and now, something 
new: tolls for the new throughways. 

‘There is less agreement on steno- 
graphic service, laundry and _ valet 
bills. 

About 47% allow salesmen to en 
gage and charge stenographic service 
when they need it. About 53% allow 
for laundry service, and about 58° 
for valet service. ‘The stipulation is 
made in some cases that laundry and 
valet bills are allowable only if a 
man is away over a week end, in other 
ases, “for more than two weeks.” 

Seventeen companies ask their men 
to stay within a specified limit on 
hotel rates. ‘These limits run from a 
low of $4 a day [Where do these men 
find rooms at this price?] to a high 
of $12 a day. 

‘Thirty-two companies do the same 
with respect to meal expenditures. 
Here the limits run from a low of $3 
a day to a high of $12 a day. 

Analysis of the figures on what is 
regarded as reasonable and allowable 
per day expense for large and small 
cities (these figures do not include 
city-to-city transportation ) shows 
that, in a general way, the figures 
from firms selling to the industrial 
market tend to run higher than the 
average, and those from consumer 
goods firms lower than the average. 

One sales manager for heavy ind) 
trial products passes on this informa 
tion about what he calls “a built-in 
” He says: “Our 
men operate on salary. ‘The whole 
range of salesmen’s salaries is less 
than $200 from top to bottom. The 
man’s expenses are added to the sal 
ary. He must pro-rate his whole cost 
(salary and expenses) at 5% of sales 
When this is amortized, he gets 2°; 
on all sales beyond. The men are or: 
a fiscal, not a monthly, basis.” 

So far as entertainment goes, ea 
respondent was offered three state 
ments and asked to check the one 
which most nearly describes his com 
pany’s policy: 


control on expenses. 


a. We allow our salesmen no ex 
penses for entertainment. (Only si» 
companies have such a policy.) 


b. We allow entertainment expens: 
but it mustn't run over $ a dai 
(Six companies specified limit figures 
running from $2 to $50; six more 
specified “reasonable” in relation to 
the business situation involved. ) 


c. We allow entertainment expense 
but insist the salesmen limit such es 
penditures to occasional lunches and 
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drinks. 


this is their standard policy. 


(65% of all companies say 
Several 
to the statement. ) 

find it 


added “dinner 
About 


necessa&ry 


306 of the group 


to stringently police sales 
men’s expenditures tor entertainment. 

Here are several typical excerpts 
dealing with entertainment, from va 
rious company instruction bulletins or 
manual sheets cov ering expense poli \ 
ind expense account reports: 

From a maker of containers: 


“Entertainment costs incurred in 
the best interests of the company are 
allowable expense items. Other than 
onventions, your usual entertainment 
should be confined to luncheons. 

“Normally, luncheon entertainment 
is considered acceptable. All enter 
tainment should be in good taste and 
in keeping with the standards of the 
corporation. 


each guest must be 


names and connections of 
reported on the 
weekly expense report in the miscel 
laneous column, and the total expense 
shown. Expenses for other company 
employes may not be included on the 
weekly 


wives may not be included on the 


expense report. I’xpenses ror 


weekly expense report.’ 


A pharmaceutical company: 
“Entertainment expense should be 
restricted to 


reasonable amounts in 


connection with customer relation 
and other business contacts when ap 
propriate to accomplish specific busi 
ness objectives. Include your own ex 
penses in such entertainment. Large 
expenditure should be accompanied by 


an itemized bill.” 


And this, from the instruction sheet 
of a company in the packaging field: 
“Extra and entertainment: 
a. When entertainment or extra meals 


meals 


ire charged, the number of persons, 
and thei 


must be listed on the reverse side of 


their company, positions 
In the event of 
brief 


explanation on the reverse side of the 


the expense report. / 


any extraordinary expense, a 


report is required. c. Entertainment 
of company associat is not allowable 
unless such entertainment involves a 


customer or customers.” 


A maker of 
“We recognize a certain amount of 
entertainment 


industrial equipment: 


avoided. In 
we realize that it is 


cannot be 
Tact, necessary 
How 
ever, much of it is unnecessary and is 
unwanted by We ex- 
pect good judgment to be used in this 
respect. A full explanation will be 
requested if who approve or 
audit expense reports feel that these 
expenses are excessive.” 


and good business procedure. 


the customer. 


those 
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One company an industrial - 
asks salesmen who work only partially 
in New York State to handle expense 
accounts so that there is a clear record 
of days-worked-out-ot-New-York for 
state income tax purposes. Here are 
the instructions: 

“Non-residents of New York State 
should make certain to plac e an aster 
isk next to the dates of all days in 
which you were working in other 
than New York State. If no expenses 
were incurred, show the date and the 
location anyhow, with a dash in the 
amount column. In the upper margin 
appear the and the 
statement: state.’ 
lf this procedure is followed, you will 


should symbol 


days out ot 


maximum ce 


New York State 


be certain to get the 
trom 
1: 
Where credit cards are in use 
pull 
and cash expenditures together on the 


duction youl 
Income 
most 
companies credit card charges 
expense report with some such routine 


as this: 


“Travel Credit Cards: When it is 
necessary for you to use a travel credit 
card, please list on the back of the 
expense amount of the 
charges, date of the 
itinerary of the 
ticket 
vouchers.” 


form the 
trip and the 
Include the 


yout! 


trip. 


duplicate with other 


(‘This 
issued by a feed and seed firm. ) 

A small 
| 


handles expenses with flat sum pay 


from instructions 


percentage of Companies 


low 
of $50 a week to a high of $125 a 
week, 

Among the companies SALES MAN 
AGEMENT 1953, 


ments. Such sums vary from a 


surveyed in about 
12% were leasing cars for salesmen; 
this percentage 
\¢ 

- - 


is $1,159, a figure not too meaningful 


has now jumped to 


Average per-year leasing cost 
because it heavier cars 
with the Fords, Plymouths and Chey 


rolets, and some station wagons. lig 


inh ludes SOrrie 


ured down to a cost-per-mile-of-sales 
travel, the fleets 


economically 


seem to be 
than 
most arrangements under which com 
their own 
available 


on cost per mile tor Company owned 


leased 
operating more 
panies pay salesmen for 
cars. Not enough data are 
fleets to judge whether company own 


ership, with good managemen 


beat leased-fleet economies 


\ look at some of the leased 
An industrial, leasing at $1 
year, figures per-mile cost at 6! 

A chemical company, leasing : 
a month, comes out with a 7 cent 
mile cost. 

A hardware company, leasing 
$1,200 a year, figures per-mile cost 
at 7! 

An electrical 


cents. 


equipment company 


IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF ALL" 


Furniture & 
Household 
Advertisers 
place 55.7% 
of ALL their 


Los Angeles 
metropolitan 
newspaper 
linage in 
The Times 


(Media Records, 
Ist six months of 1957.) 


Leading the nation in home-build 
ing, the Los Angeles area rank 
second in the U. S. in sales of fur 
niture & household good Dealer 
rely most on the big-circulation 
Times to cover it, putting 55°” of 


their advertising in this medium 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


The result? A carefully built profes- 
READERSHIP sional engineering audience of superior 
quality ... 


plus an editorial format that 
permits complete freedom of expression 
in discussing the vast and difficult prob- 
lems in all the aeronautical sciences. As 
and advertising investment, the AERO- 
VAUTICAL ENGINEERING REVIEW 
stands second to none in building pro- 
fessional prestige and acceptance for your 


Superior (Quality oe ee 


16,000 CIRCULATION—at the 
highest engineering level 
The AKRONAUTICAL ENGINEER The REVIEW's reader audience forms 


ING REVIEW is an engineer's maga the backbone of the entire aviation indus- 
zine, It is not for the layman. It serves try. They are the “professionals” in every 
the technical interests of one of the sense of the word . . . honest, mature, 
orld’s most exacting professional groups ind intelligent men . . . loyal to their 
the men who create and develop air industry and profession . . . with com- 
craft, miiseile rockets, earth satellites plete faith in themselves. It takes men of 


ronautical 
md all manner of vehicles capable of this caliber to handle key jobs on super e 


flight through and beyond our atmos sonic aircraft or missile design projects. 


” 
phere Predominantly, they are all members of nm imeerin 
| ) ) 


aviation’s professional engineering soci- 


The REVIEW is a magazine advertis ety—the Institute of the Aeronautical ac zswWweetw 


ers like. Its single aim for over 23 years Sciences. Your 


advertising program in 
has been to advance the highly ereative the REVIEW brings you in close profes 
art of airborne vehicle design and devel sional contact with over 16,000 men of 
opment this high caliber 


Send for Sample Copy and 
Aviation Industry Booklet 


Official Publication 
|instirure OF THE AERONAUTICAL SCIENCES © 2 East 64th Street © New York 21, N.Y. 


Here's a REAL Pocket Secretary... 


just the thing to give to your customers as 
a good-will gift —or to your salesmen, 
dealers or distributors at meetings, con- 
ventions and other important gatherings. 


Available in Genuine Morocco, Genuine 
Cowhide and Genuine Pigskin. With your 
ad stamped in genuine gold, it is a useful, 
continuous reminder of YOU. 


Let us know the quantity you need — we'll 
send cost information promptly. 


Minimum order — 25 pieces. 


For sample of No. 921 as illustrated, send 
$3.00 — rebated on receipt of an order. 


ADVERTISING CORPORATION OF AMERICA 
Manufacturers Easthampton, Mass. 
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leasing Fords 
cents per mile. 

A metal finishing equipment com 
pany, leasing Plymouths at $1,200, 
cents per mile. 

A pottery company, leasing station 
wagons at $1,476, 6 cents per mile. 

A pipe and supply company, leasing 
Pontiacs at $1,300 a year, 10 cents 
per mile. 

A book house leases only Cadillac S 
at $200 a month. 

Company-owned fleets reported in 
this year’s survey totaled 8.9% of the 
group. A somewhat lesser percentage 
of companies operate under the cat 
by-car-cost-accounting system of the 
Runzheimer service 

‘These three groups those who 
lease cars, those who own fleets, and 
those who use the car-by-car account 
ing system have a tighter control 
over automobile costs. a much mor 
exact knowledge of all cost factors 
and, generally, a more economical 
operation than almost any company 
that pays ifs salesmen for the use of 
their own cars. 

‘Lhe arrangements under which this 
is done are infinitely varied. Just a 
few: 

A gas and oil company : $45 a month 
plus 314 cents a mile. If a man tray 
els less than 10,000 miles annually 
the allowance is a flat 9 cents per 
mile. 

A maker of kitchen equipment: 8 
cents per mile for the first 500 miles 
7 cents per mile over that figure. 

A pipe and steel company: $100 a 
month for light cars; figures cost at 
8 cents per mile 

A heavy industrial equipment com 
pany: 8 cents per mile, plus tolls and 
parking, for light cars. Personal cars 
used to 15,000 miles yearly ; company 
owned cars for greater milages. 

Neat packer: 12'/, cents per mile 
for the first 100 miles, 314, cents pet 
mile beyond that. 

One sales manager laments: “The 
biggest car cost and car problem is 
getting to be parking and storage ¢ 
penses, which often run in excess of 
gas and oil.” 

SALES MANAGEMENT once again 
inquired about the extent of executive 
ravel. Against a yearly average of 
31,604 miles recorded in 1953, the 
current figure is 33,062. Of this 
21,258 miles, or 64.3%, was done bi 
air; 4,135 miles, or 12.5%, by rail 
7,669 miles, or 23.2%, by car 

Heaviest milages are reported bi 
sales executives in companies sellis 
to industry. Of six who did 100,000 


the last 21 month 


miles or over in 
four were heavy industry men, one 
was in building supplies, and one in 


home products. The End 
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A Mayflower Move 
is a Good Move! 


ve. 


1 i AO Se Le 


soe 


Whether you’re moving one of your company’s sales 
executives, a production Manager, an engineer, or a top 
executive, “a Mayflower Move is a Good Move!” That's 
what scores of Mayflower customers tell us every day. 
One satisfied shipper, for example, after a move from 
Pueblo, Colorado to Hayward, California, wrote us: 

“We were glad to receive the furniture in excellent condi- 

tion and dishes without a single chip.” 

Next time you have company personnel to move, make a 
good move, call Mayflower! 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS 


EM Mayliowerg 
= 4 =" NATION. Wi0E 


FURNITURE MOVERS 


—\ 


AMERICA'S FINEST LONG-DISTANCE MOVING SERVICE 
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Are the Railroads Being Wrecked 
By “Saved” Advertising Dollars ? 


Have airlines won the passengers on rails’ "default?" 
Though rails stepped up total expenditures one-third in 
six years, airlines expanded three times as fast. And now 
rail advertising budgets have been cut below 1956 levels. 


By LAWRENCE M. HUGHES 


Will 1957 


the railroad 
} 


mark the year when 
decided = to sidetrack 
emselves? 

\fter many years of at least telling 
the prospect and the other carriers 

that they were still rolling the 
railroads now seem largely agreed that 
they aren't yoing anywhere 

1 he ¢ turned ¢ pecially frigid to 
ward passenge! 

Between first half 1950 and first 
halt 9 Publisher 


Bureau tell ALES 


Information 
\NIANAGEMENT 
that aviation passenger advertising in 

vain expanded 125% 


} trom 
$1,340,862 to $3,021,743 


Mean 
while, railroad passenger advertising 
in magazine declined 24, 
4? 386,164 » SLOG RR4, 


pending 566% more than airlines in 


from 
From 
Magazines to Win passengers, the rail 
roads now are spending 6006 less 
Between first half 1951 and first 
halt 1957, in newspapers of 110 major 
citi \Vledia Records shows that total 
iuirline linage (passenger, freight and 
whatever) more than doubled, from 
6,708,511 to 13,724,045, while total 
railroad linage in these cities declined 
16.86 $20,724 to 4,425,096. 
\s compared with about 75% of 


trom 


the airlines’ volume in newspapers 
SIX Vears ago the railroads for all 
purposes now are spending only 


one third 
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At Palm Beach a decade ago, Rob 
ert R. Young told me of plans to 
railroads to 
spend a combined $/00 million an 


persuade the nation’s 
nually in advertising. 
Young estimated that all 135 Class 
| railroads then were spending only 
“hardly 
than one toothpaste manufacturer.” 
About one-seventh of it was con 
tributed by the Chesapeake & Ohio 
of which Young was chairman. In 


about $7 million, or more 


three years on such themes as “A 
Hog Can Cross the Country without 
Changing ‘I rains—but You Can't” 
he had trebled the C&O’s budget 
from $382,127 to $1 million. 

more than the hog, Bob 
Young's proposed $100 million kitty 


| ven 


riled “experienced railroaders.”’ 

Most of them did not even bother 
to figure out that this impressive 
figure actually came to only / cent 
of each sales dollar, on the basis of 
the railroads’ $10 billion a year oper 
ating revenue. 

When Young moved out the C&O 
cut its budget to about $350,000. 
Young became chairman of the New 
York Central. In the three years 
1954-56 the Central nearly trebled 
advertising expenditures, from $876, 
938 to $2,285,503. 

But lately the Central has met 
reverses. The Young dictum, that 


advertising can be a friend even more 
in foul circumstances than in fair, 
has been pushed by current “realities” 
down the drain. 

This year the advertising budget 
of the New York Central System has 
been cut in half—to $1.1 million. 

In first six months of 1957 this 
railroad earned less than half as much 
as in first half 1956. Nearly all others 
(two exceptions being the Union Pa 
cific and the Chesapeake & Ohio) are 
being “pinched.” They fervently hope 
that recently-authorized rate increases 
may halt a downward trend in freight 
revenues 

But it will take more than fare 
increases to get more dollars from 
people riding by rail. ‘The railroads, 
in fact, have even 
This year’s program of the 
New York Central, for example, is 
devoted almost entirely to freight. 

The extent to which this railroad 
is pushing passengers aside may be 
suggested by some statistics: 

Of its $1,699,157 total advertising 
expenditure in 1950, $1,275,266, or 
three-fourths, was for passengers ; 
only $64,536 for freight, and $359, 
355 was institutional or 
promoting both. 

Of $2,285,503 in 1956, the freight 
share had climbed seven times to 
$464,725; the passenger part by one- 


“renounced” pas 
sengers. 


corporate, 
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watch out! 
/ 


4 at work 


/ 


When accountants recom- 
mend to management the 
Last In — First Out treat- 
ment of inventory valuation 
the stock room may not 
actually function this way. 
But the choice of the LIFO 
method has an important 
bearing on company profits. 
Proper record-keeping and 
inventory controls are the 
accountants’ responsibility 
too, as is the review of insur- 
ance coverage of inventory 
and the employees han- 
dling it. 


If you make record-keeping 
equipment or forms for effi- 
cient inventory control... if 
you insure inventory or 
bond employees, you 
should tell your story to 
accountants. 


where inventory valuation, control and insurance are concerned... 


ACCOUNTANTS HELP MANAGEMENT MAKE DECISIONS 


THE JOURNAL OF ACCOUNTANCY «+ 270 MADISON AVENUE + NEW YORK 16 
\ ee official Publication of the American Institute of Certified Public Accountants 


Objective: Make them 


Persuasive Packaging 


Poly bags push 
| VI PU LS a plastic boxes 
...predictable and profitable 


Three sizes of plastic freezer boxe 
Tempting display is a prime force in the mental decision for preserving fresh-cooked o1 
left-over foods — have been put on 
the market by Safelon Flexibk 
Packaging Corp., New York. Extra 
clear polyethylene bag printed i 


we call the “buying impulse.”’ 


This “impulse” decision is fast —but not simple. In the 
market, your package must identify product and brand, red, yellow, black, and white, do a 
self-service selling job. Design 


sell the desirability of each, and give the shopper justifi- printing by Lassiter 


«ation for buying...all in a matter of merely seconds. 


Cooper's develops 
sock pack 


What’s needed to create such a package? Market knowl- 


edge and also “people knowledge’ — knowledge of what ” 
To attain maximum visibility 
their men’s socks and. wom 
klets, Cooper's, In¢ 

To find out how this knowledge could be put, to work on Wisc.), origin 


Jy 


makes a shopper stop, look and reach. 


your package, call in a packaging consultant (if your ated a new type 
of paperboard 
package. It’s a 
experience and staff needed for this vital job. combination sock 
board and back 
ing piece, die-cut 
to fold around 
tion experience in many industries. In the food field, for and seal at the 


budget permits). Or go directly to a supplier with the 


Lassiter, for one, has broad package design and produc 


° 2s " 
example, we manufacture packaging for practically every bottom Of the 
, socks. The pack 
age, produc ed by La ; 
alone use millions of Lassiter-produced bags every year. in two colors: black and 
This package construction i 


type of snack and party item. Potato chip processors 


: able under special licenss 
Ask for samples of successful packages which we have 


produced...packages which reflect the consistently higher Cellophane wrap 


standards of our printing and. converting. cuts packaging costs 
BONUS: Would you like a complimentary copy of Vance 
Packard’s controversial best-seller on motivational sell- 
ing, “The Hidden Persuaders’’? We have enough for the 


first fifty requests. 


Using a cellophane package in place 


of a tray-and-wax paper overv 
a — ee — Cornee, Ine. (Baltimore, 
Cc O R P O R A T | Oo N 


chalked up marked saving 


- 
Colonel Puff Caramel Popcorn Bar 
5 Oo Fir TH AVENUE . NE VW YORK 1 N Y . P 
in semi-automatic packaging. The 
EXECUTIVE OFFICES Charitotte N.C 
j company i8 now planning fully 
DIVISIONS Chicago, til. « Cheitenham, Pa ¥ 
Atianta. Ga. ° Greensboro, N.C. «+ Danville, Va automatic production, using 
stock cellophane. The pack: 
PACKAGE DESIGNERS AND MANUFACTURERS printed in orange, blue and whi 


Cellophane «-Poiyethyiene « Acetate « Vitafiin was designed and produced 
Mylar * Foil + Laminatior * Paperboard « P Lassiter. 


34th Street ot Bth Avenue 

Manhattan's largest and most con- 
veniently located hotel. 2500 outside 
rooms, all with bath and free radio, 
television in many. Direct tunnel con- 
nection to Pennsylvania Station. All 
transportation facilities at door. Three 
air-conditioned restaurants 

LAMP POST CORNER... COPFEE HOUSE 

GOLDEN THREAD CAFE 


Singles Doubles Suites 
from $7 from $1 1 from $23 
JOSEPH MASSAGLIA, JR. President 


CHARLES W. COLE Gen Ma 
ero MASSAGLIA ovinomsty 


+ SANTA MONICA, CALIF. Hotel Mirame 
+ SAM JOSE, CALIF. Hote! Sainte Claire 
+ LONG BEACH, CALIF. Hotel Wilton 

* GALLUP, NM. Hote! Ei Rancho 

* ALBUQUERQUE, Hote! Franciscan 

* DENVER, COLO. Hote! Park Lane 

* WASHINGTON, D.C. Hotel Raleigh 

* HARTFORD, CONN. Hotel Bond 

+ PITTSBURGH, PA. Hotel Sherwyn 

* CINCINNATI, O. Hotel Sinton 

* NEW YORK CITY Hotel New Yorker 

* HONOLULU Hotel Waikiti Biltmore 


Werld-famed hotels 
Teletype service —Ffamily Pion 


THE 


3k: 


OF RADIO 


RADIUS~— The 50,000-watt voice of 
KOA-RADIO covers 302 counties 
in 12 states—a complete coverage 


of the entire 480-million-acre 
| Western Market! 
| RECOGNITION KOA-RADIO 
“knows” its listeners, and pro 


groms accordingly... skillfully com 


bining top 


NBC programs with 
highly-rated local shows! 


RESULTS 


} and always get 


That's what you want 


with each ad 


| vertising dollar spent on KOA 
RADIO! To sell the entire rich 
| Western Market of 4. million 
people, buy the only station you 

| need—KOA-RADIO! 

| 

— by hz, 
Henry |. Christal ‘ 

Cc Inc 
DEN KC Oo Cele 


One of America’s great radio stations 
50,000 Watts 850 Ke 
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To 


third, to $1,654,307, and “institu- 


tional” had been halved, to $166,471. 

This year’s $1.1 million is all- 
freight, but partly along “institu 
tional” lines. The main campaign, 
on the theme, “What’s new on the 
New York Central,” is concentrated 


in double-page 
publications : 
business, 


spreads in a dozen 
newsweekly 
financial, railroad and trafh« 
publications. Each spread emphasizes 
the “Route of the ‘Early Birds,’ ”’ and 
tells what the Central is doing to get 
freight trains through faster. 

‘The Central also has managed to 


magazines, 


find $18 million to pay for “piggy 
back” truck-trailer-on-flat-car service. 
loday,. this and other railroads 


CA eee 


. 

of 

+ +4 

Tt | Year Passenger 
Tr 1950 $15.0 million 
Lt 1951 16.4 

ry 1952 17.1 

+ 1953 17.9 

TT 1954 16.7 

+ 1955 17.9 

rT 1956 18.0 

4 + 


Vsiseeeemeseseessue 


4—+ +4 
TI] Advertising Expenditures is 
rt Ml By Railroad Regional Groups 
| | (No. of (No.of |} 
++ Region 1950 Roads) 1956 Roads) + 
++ New England $ 538,000 (10) $ 889,000 (9) . 
| Great Lakes 2.529 (21) 3.810 (17) Jy 
| Central Eastern 2.996 (18) 3.222 (18) 4+— 
+ Pocohontas 835 (5) 2.102 (4) z 
T] Southern 2.153 (24) 2.711 (2) 
1} Northwestern 2.580 (16) 3.400 (17) +44 
[] Central Western 7.485 (15) 10.051 (3) 
t+ Southwestern 1.832 (19) 1.905 (11) - 
Cy — $20.939 min. (128) $28.090 min. (114) : T 
J sses0 SS SSOUSEESURSERERSSESSSSSESRGRREEEER, 
| ol 
The Top 10 Railroads 
; A in Advertising Expenditures 
| Rank Railroad 1950 Rank Railroad 1956 ] 
1. Union Pacific $ 2.573 min 1. Union Pacific $ 3.733 min. + 
2. Santa Fe 2.355 2. Santa Fe 2.773 a 
; 3. Pennsylvania 1.501 3. N. Y. Central 2.286 tt 
| 4. N. Y¥. Central 1.340 4. Great Northern 1.348 a 
| 5. Balt. & Ohio 1.000 5. Balt. & Ohio 1.332 4 
| 6. Southern Pac. .954 6. Southern Pac. 1.267 1] 
} 7. Milwaukee... 804 7. Chesapeake & O. 1.197 + 
t 8. Great Northern .603 8. Pennsylvania 1.114 rt 
I 9. Burlington 554 9. Burlington ; 895 al 
5 10. Rock Island .537 10. Norfolk & Wstn. 859 = 
| Totals $12.221 $16.804 i= 
| (10 represented 58% (10 represented 60% i. 
L of expenditures by of expenditures by 


all 128 Class 1 roads.) 


iaeeieed of American Railroads 


jaas! Doo 


SELECEEEEEGeeesseaatauunceaneemensas®, 


continue to woo commodities, includ- 
ing hogs. 

But even their freight wooing no 
longer wows. 

On the surface, for six years, the 
railroads seemed fairly ardent. For 
the full years 1950 through 1956, the 
Association of American Railroads 
reports that total railroad advertising 
expanded one-third, from $21 to $28 
million. In this period passenger ad- 
vertising increased 20%, from $15 to 
$18 million, while freight advertising 
rose two-thirds, from $6 to $10 mil- 
lion. 

This was still a far cry from Bob 
Young’s penny-of-every-dollar for 
promotion. But the ratio of Class 


SSRSS CESSES EEE SEE ey, 


Advertising Expenditures A 
By U.S. Class 1 Railroads 


Total 1 


Freight 1 

$6.0 million $21.0 million tT? 
7.9 24.3 
8.5 25.6 
9.7 27.6 
8.2 24.9 
8.9 26.8 
10.0 28.0 


all 114 Class 1 roads.) 
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railroads (those with more than $1 
million gross operating revenue an 
nually) climbed in the six-year period 
from 0.22% of $9.473 billion to 
0.27% of $10.551 billion. 

Between 1951 and 1956, Air Trans 
port Association of America shows 
that domestic trunk airlines 
than doubled advertising expendi 
tures, from $15 to $31.6 million. 

Since 1950 the Association of Amer 
ican Railroads has not broken down 
railroad expenditures by media. Of 
the total $20,938,879 reported for 
that year, newspapers received $5, 
574,359; magazines, $4,302,244; ra 
dio, $841,226. “Calendars and other 


more 


advertising media” cost $9,198,883, 


“ 


ind $1,022,167 went into “advertis 


ing department salary and expense.” 


“Other media” for railroads it 
clude timetables but these usually 


do not account for more than 1° of 


total budget. Larger factors are ‘‘sta 
tion” and 24-sheet posters, television 
business papers, direct mail and pro 
motion material. 

Despite the fact that the airline 
have fast them, the 
railroads increased 


out-advertised 
nation’s Class | 
combined expenditures quite consist 
ently from 1950 through 1956. 

(see Table I) 

Air Transport Association of 
America does not have 1950 adver 
tising figures. But from 1951 through 
1956—while railroads were expand 
ing passenger advertising about 10° 
and total advertising about 15% 
domestic trunk airlines as a group 
more than doubled expenditures, from 
$15.0 to nearly $31.7 million. The 
bulk of these expenditures was for 
passengers. 

Including publicity, the domestic 
air carriers stepped up combined ‘‘ad 
expenditures in the five 
$16.1 to 


vertising”’ 


year period from nearly 
$34.6 million. 
(see Table Il) 

In both 1950 and 1956 the Central 
Western group led by the Union 
Pacific, Santa Fe and Southern Pa 
cific accounted for more than one 
third of the Class 1 total. 

(see Table III) 

Note that standings of Union Pa 
cific, Santa Fe, B&O, Southern Pa 
cific and Burlington were unchanged 
in Six years, 

Pennsylvania moved down, and 
was the only member of Top 10 of 


both years to reduce expenditures. 


New York Central and Great 
Northern moved up. 
Two “Pocohontas Region” roads 


Chesapeake & Ohio and Norfolk 
& Western — moved into the Top 10. 
The Milwaukee (reducing expen 
ditures from $804,000 to $728,000) 
and the Rock Island (increasing from 
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ADVERTISE 


IN 


ROANOKE? 


No. 6 of a Series 


Roanoke’s population is largely middle class 


with CONSISTENT, SUBSTANTIAL 
BUYING POWER 


@ Steady employment in diversi- 
fied, growing industries keeps 
income level high. 


@ Alert population naturally re- 
ceptive to new products and 
ideas, and constantly stimu- 
lated by creative journalism. 


Roanoke is interested in advertising 
and able to buy. 


Result: 


. willing 


16 counties... << 
a completely is covered exclusively 
ind 


ite 
ndent market 
“a ~ ’ ’ -R G A i 0 


Roanoke—Your key market in western Virginia 


For fell information write Saw yer+Ferguson+ Walker Co., National Representatives 


by the 


Roanoke Newspapers Now Have Spot Color 


Givea 


You choose the price— 


Pick your price and we mail gift-greeting 
folders (inscribed with your name). The 
choices come back to us and we mail the 
gifts (again, in your name). Cost in- 
cludes everything: hand addressing and 
inscribing; all wrapping, mail, postage 
and insurance; all taxes and a gift of 
guaranteed satisfaction. 


a. 
for Christmas 


Ww 


$ 4.85 


745 

9.80 
12.30 
14.60 
19.45 
24.40 
49.50 
75.00 


He'll choose the gift— 


The gift-greeting folder holds an 8-page 


Fostoria 


booklet picturing and describing 10 to 14 Sheaffer 
gifts of the price group you selected. He Orrefors 
checks his choice on the postpaid Certif- Fieldcrest 
A-Card and returns it to us, This free- Taylor 
dom to select is half the fun of getting | L j 
—and the gift is swre to please. Tree wed 
As the original plan of this kind, Certif- sed ~~ 
A-Gift has exclusive rights to many qual- - veson Cay 
ity names, oo Gorham 
Robeson 
the <(2. , Dept. 1107 yt Springfield 
a — ZH cS, - nT | , dla . Doppelt 
. . — EE 
compan 
AC, pl Shop Early — write 
MMinois } today for catalog 


EERE 


< 
la rf | 
+4 40 $100,000-and-More 
tt IV Railroad Advertisers 
TT New England Region 1950 1956 
++ Boston & Maine . $ 204,000 $ 274,000 
2 New Haven 215,000 431,000 
+> Great Lakes Region 
TI Delaware, Lackawanna & Western 124,000 206,000 
+ Erie 417,000 427,000 +-t 
aT Grand Trunk Western 69,000 108,000 a 
[Ty New York Central 1,340,000 2,286,000 |_| 
+—+ N. Y., Chicago & St. Louis 101,000 118,000 am 
TI Pittsburgh & Lake Erie 73,000 118,000 
TI Wabash 262,000 422,000 a 
Ct + 
. Central Eastern Region cas 
done TT 
Li Baltimore & Ohio 1,000,000 1,332,000 | | 
++ Long Island Rail Road 84,000 111,000 +. 
+— Pennsylvania 1,501,000 1,114,000 ++ 
+4 Reading 108,000 244,000 ++ 
TT Western Maryland 18,000 107,000 mt 
I | Pocohontas Region 
| Chesapeake & Ohio 319,000 1,197,000 | 
i} Norfolk & Western 466,000 859,000 
H H 
rT Southern Region 1950 1956 
tt 
++ Atlantic Coast Line $ 297,000 $ 505,000 
++ Central of Georgia 69,000 126,000 * 
rt INinois Central 398,000 653,000 7" 
TT Louisville & Nashville 309,000 246,000 TT 
|} Seaboard Air Line 254,000 307,000 a 
+4 Southern Railway 464,000 492,000 ++ 
) oe | +--+ 
7 . 
|.) Northwestern Region o— 
ry Chicago & North Western 418,000 191,000 |] 
Chicago, Milwaukee, St. Paul & Pacific 804,000 728,000 |_| 
} Great Northern 603,000 1,348,000 +4 
1 Minneapolis & St. Louis 182,000 26,000 +— 
+—+ Northern Pacific 337,000 851;000 
+—+ ++ 
|_| Central Western Region 44 
t+ Atchison, Topeka & Santa Fe 2,355,000 2,773,000 tt 
] Chicago, Burlington & Quincy 554,000 895,000 T 
Chicago, Rock Island & Pacific 537,000 554,000 |_| 
| Denver & Rio Grande Western 230,000 363,000 + 
4 Southern Pacific 954,000 1,267,000 +— 
; Union Pacific 2,573,000 3,733,000 7* 
T Western Pacific 170,000 346,000 im 
+-+ 4 
t+ Southwestern Region r 
4 Kansas City Southern 130,000 86,000 r 
+ Missouri-Kansas-Texas 255,006 182,000 |T 
| Missouri Pacific 494,000 593,000 { 
rT] St. Louis-San Francisco 233,000 386,000 || 
1] Texas & New Orleans 268,000 281,000 +—+ 
++ Texas & Pacific 151,000 195,000 TT 
++ r 
| | 
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$537,000 to $554,000) moved out 
of the 10. 

Among 40 railroads that spent more 
than $100,000 for advertising in either 
or both 1950 and 1956, seven reduced 
and 33 increased expenditures in this 
period. 

Twenty of the “increasers’’ did so 
by 50% or more. 

Five doubled: the New Haven, 
Reading, Great Northern, Northern 
Pacific and Western Pacific. 

One trebled: the Chesapeake & 
Ohio. 

One multiplied sixfold: the West- 
ern Maryland. 

The seven “reducers” were: the 
Pennsylvania, Louisville & Nash- 
ville, Chicago & North Western, the 
Milwaukee Road, Minneapolis & St. 
Louis, Kansas City Southern, and 
Missouri-Kansas- Texas. “Iwo of these 

-the North Western and the Min- 
neapolis & St. Louis — cut expendi- 
tures more than 50%. 

(see Table IV ) 

But consider—in contrast—the air- 
lines’ efforts in the 1951-56 period: 

All 12 of the domestic trunk air- 
lines expanded—led by Eastern, with 
about 180%. Six — American, Bra- 
niff, Continental, Delta, National 
and Northwest — increased expendi- 
tures around 150%; United by 
120% ; Capital by 100%; Western 
by 90% ; TWA by 75%; and North- 
east by 26%. With a new route to 
Miami, Northeast — this year — has 
become a more vigorous promoter. 

(see Table V) 

Railway Age lists several ideas from 
railroad advertising directors for 
strengthening advertising as a force 
for railroad growth: 


1. Advertising should not be tied 
to trafic fluctuations, and should not 
be turned on and off like a spigot. 


2. Cooperation between two or 


more railroads, even in competitive 
areas, might pay surprising dividends. 


3. The purpose of advertising is to 
help generate sales—or promote pub- 
lic good will. The ad manager can 
contribute to policy programs. 


4. Officers who help fix ad budgets 
should consider advertising as a long- 
term investment. 


5. A good ad program can supple 
ment public relations, but not replace 
it, in telling the story of railroad 
progressiveness. News quickly loses 
freshness; advertising can repeat a 
good story often. 


6. Individual roads should be more 
“competitive” in their copy. Most 
competitive industries rank high with 
the public. 
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F Gan Gn Gian 2, Sn Ge [ak oa oe oo - ~ - - t ' 2 a oe eo oe ee oe. 
GOO SER Reese eee 
= Advertising Expenditures 
= | i 
t_] by Domestic Trunk Airlines 
-—+ 
@ In the following table Colonial appears for the full year 1951 but only for five 
|_| months of 1956, due to merger with Eastern. Since 1951 Chicago & Southern merged 
Lt with Delta, and Mid-Continent with Braniff. 

Lt ™" ive advertising’ includes salaries, travel and other expenses, schedules and 
timetables, and promotion. 
tt 1951 1956 
om V Airline Advg. Advg. Total Advg. Advg. Total 
| Space “Other” Advg. Space ‘Other”’ Advg 
es (000) (000) (000) (000) (000) (000) 
| a American $1,563 $667 $2,230 $3,435 2,196 $5,631 
wt Braniff 278 150 428 755 349 1,104 | 
| Capital 1,012 146 1,158 1,485 629 2,114 | 
Lill Colonial 55 22 77 43 31 74 
+4 (five months only) 
t—+ Continental 111 84 195 279 202 481 } 
r+ Delta 629 291 920 1,465 447 1,912 b+ 
rT Eastern 1,030 585 1,615 3,782 712 4,494 
_ National 774 138 912 1,328 596 1,924 
s Northeast 117 78 195 128 118 246 
.__ Northwest 401 256 657 1,125 575 1,700 | 
—} Trans World 1,551 1,732 3,283 2,887 2,971 5,858 
+ United 1,100 1,272 2,372 2,978 2,262 5,230 
+ Western 274 149 423 612 191 803 
Chicago & Southern 240 115 355 - | 
Mid-Continent 148 63 211 
| Totals 9,283 5,748 15,031 20,302 11,269 31,571 | 


Air Transport Association of America J 
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this is the size we use for the Growing Greensboro Market!" 


One-sixth of North Carolina’s population 
accounts for one-fifth of the $3 billion annual 
retail sales loaf. It’s a healthy slice — and 
the “eaters” are in the enriched 12-county 
ABC Retail Trading Area of the Greensboro 
News and Record. Put pep and energy in 
your sales program with a schedule in the 
newspaper that has over 100,000 circulation 
daily — over 400,000 readers daily 


Only medium with dominant coverage in the 
Greensboro 12 County ABC Market and selling 
influence in over half of North Carolina! 


, shay we = | — 
Greensboro _fislualas’S 


News and Record \@pmme 


Sales Management Figuces GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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How We, Seiec 


The fact is often overlooked that agencies do select 
chents Phe Y appraise the ce sirability of prospec tive 


iccounts just as clients appraise agencies. 


But there is a great difference between agencies in 
the realism with which they appraise prospective 


accounts, and thei ability to serve those accounts. 
We ask ourselves two bask questions: 


lirst: Can we honestly consider ourselves equipped lo do 
a good job for this client? Of course we have the 
physical facilities, the departmental functions. But 
do we have effective knowledge of his field of 


marketing? 


On several occa ions we have been offered accounts 
in fields completely fore ign to us. We have declined 
them-—because to accept would have been not only 
unfair to the chent, but damaging to our own repu- We have followed this policy of client appraisa am 


{ation in the long run. self-appraisal) since our beginning. 


There are other fields in which we have no clients, A few of our clients have been with us a relatively 
but in which we have (in out people) a considerable short time, and we hope we will never stop adding 
breadth and depth of successful experience. We new ones. The great majority we have served any- 
actively look for accounts in those fields where from five to twenty-five years. One has been 
, ° with us almost forty vears. It’s the first account we 
Second—we ask ourselves; in evaluating a prospect 
ever “‘selected”’, 


Do we and they play hy the same rules? 


Do we see eve-to-eve with them on the ethics of 
business, for instance? On our mutual respon- tell, | 
vy to the customer? On the power of advertis- ars er, ickan d, 
yas a profit making tool, and on its limitations? 
On the role of an agency as a full partner rather obh dt | 
. , an e 
ar d , inc 


than as a mere supplies ol words and pictures 


; 
on oract 


li we can answel both the first and second question A D V E FR _ S N G 


rab ec tow thal here & nm oppo ; 

favorably, we Anow thal here ts an opporluniy to build CHICAGO + PITTSBURGH * NEW YORK 
an agency-client partnership that can grow more pro salt dacs Upnsitios 

PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES, INC, 


ductive lo both parties with each year of working together. MARKETING COUNSEL * MARSTELLER RESEARCH, INC 
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Pipe What's Happening 


to Organ Sales! 


@ Who's that brash newcomer treading on Hammond's 


heels? —a> 


@ Why did Hammond put organs in Edsel showrooms, 


Safeway markets? 


@ What sales chiefs are daring people to laugh when 


If 
has been found, organ manufacturers 
undoubtedly located it ele: 
tronic For the 
except for huge cost! 


Ihe Lost Chord of organ sales 
on an 


organ. at war’s end, 
organ business 
installations in churches, theaters, in 
and millionaires’ homes 


had hit a cipher. But in the past four 


stitutions 


years, electronic organ sales have more 
than tripled. 

What happened? Smart promotio: 
Promotion coupled with in 
s that take up a 


mostly. 
genious new product 


minimum ot 


space, are attractive to 
look at—and comparatively easy to 
play. And organ manufacturers, after 


years of languishing in a semi-como 
are wide awake to the sales 
potentialities of their 20th Century 
‘I he Baldwin Piano Co 


for instance, boosts its organs with 


tose state, 
products. 


such promotional gimmicks as monthly 
organ playing parties in its New York 


City showrooms. Anyone who has 
come to Baldwin “just looking” or in 
any Way showing any interest in an 


is invited and Baldwin sales 
men are adept at getting the lookers’ 


organ, 


names. 
Today e 
many of whom had never touched an 
organ until recently, have joined the 
party. Such sales luminaries as Gene 
Flack and 


advertising 31 


ven busy sales executives 


director of 
Ine. 
and Fen K. Doscher, v-p marketing 
Lily-Tulip Cup Corp., 
amaze 


sales counsel 
Sunshine Biscuits, 
amuse and 


themselves and their guests 
their 
new Hammond Chord Organs. Fred 
(;. Hurlburd, 
manager of Chicago’s Victor Adding 


Machine Co. 


thusiast 


with impromptu concerts on 


ady ertising and sales 


who is a camera en 
builds his picture slides into 
sequence and provides his own organ 
concert as background. Even the cur 
rent Miss America lists organ playing 
as one of her ac omplishments. 

the biggest of 


Strangely enough 
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they sit down to the console? 


the organ makers 
Bu, 
non-pipe organ back in 
produce 


Hammond Organ 
that produced the first suc 


1935 


cessful 
does not 

Han 
organs 
Chord Organ is a hot 


. Retailing at $975 and taking 


an electroni organ 
mond concentrates on electri: 
and 


product 


its new 
up no more space than a good sized 
packing this organ 
pushing up Hammond’s sales volume 


box Is steadil 


Last year, the company’s sales were 


a healthy $23 million. In 194° iles 


were only $5.5 million 


Fun for All 


Undoubtedly Baldwin's advertising 
Hammond sell and 
Hammond’s advertising helps ‘Thom 


helps organs 
as. All of them are stressing the fun 
organs offer. Of course, each manu 
facturer stresses the advantages hi 
product possesses, but each has indi 
cated the deep sonorous tones of 


that 


such-charms-to-soothe-the-sa' age beast 


organ are restful, pleasant, and 
cost less than the reader might imag 
ine. 

And olit on the West Coast 
omer, quick on his feet 
is giving all the old guard plenty of 
This is Thomas Organ Co., a 
of Pacific Mercury 


This young company brags that it 


a new 


wi! 


and 
sas. 
division Cory 
is 
the second largest in the organ busi 
ness. Its Studio Model sells for just 
under $600. For a company that pre 
sented—at the National 
of Music Merchants 
its first model 1955, this is 
going. thumb 
nose, in its advertising, at ite com 


Association 
Convention 
in some 


‘Thomas loves to 


petitors. One of the recent ads runs 
like this: “1955—They “You 
an’t produce a fine home organ to 
ell for $695. It’s impossible to build 


low 


now 


said: 


1 quality instrument for such a 
‘Thousands of families are 


Model G ‘Thomas Organ 


price’, 


enjoying 


| Jealk I 
proht 


Whi 


to piano sales? 


cuttu 
into them. But how badly \ recent 
survey by Piano And Organ Revi 
onducted among piano dealers lo 
ated in every tate of the unio 
brought forth some sobering fact 
Ce of respondents handle electroni 
rgans, of the remaining 100% 3% 
ire conte mplating handling then 
Organ sales on the average are tw 
thirds of the total of piano ile 
some 4006 of responding de ile have 
said that they kept eparate organ de 
partments. Of the 60°07 who do no 
0% admit that piano sales son 
times do suffer because of organ sal 
gut a majority of re pondent ud 
they use special method ror ellin 
both organs and pianos. Many deal 
ers are attempting to boost thei pian 
business by going into a rental le 
line. But just as man ine ell 
Wryans b pro iding Orpal le 
purchasers 

And 70% aid their busin ha 
been more profitable ince the 
stalled an organ department Ni 
for the $64 question “What was the 
percentage of increase in oO in il 
ind piano sales for 1956 over 19 
lhe answer should give piano man 
facturers pause: Respondent Th 
yan sales increase ™% more th 
plano ales, and in some instance 
high as 9007! 

(one deale added that organ ile 
have continued to increase and publ 
icceptance and interest nerea 
rapidly I don’t believe that ar ( 
us could exist today with piano ilo 
as we have done in the past.”’ 

Carleton Chace, Piano and Organ 
Review's editor think the piane 
place in America’s affections ji 
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Pall Be to al 


ly 15, 1957 
Me. T. €. Callis a“ 


Advertising Director 
The Wall Street Journal 
44 Broad Street 

New York 4, N. Y. 


Dear Mr. Callis: 


We are happy to notify you that our client, Continental 
Gin Company (Industrial Division) is revising its advertising 
plans to schedule 280-line advertisements on a monthly basis 
in both your Eastern and Midwestern Editions. These insertions 
will supplant the smaller 63-line advertisements they have run 


for some time. 


You may be interested to know that the effectiveness of 
the smaller advertisements was a decisive factor in the revision 
of plans that are now resulting in larger units of space. 


Sincerely yours, 
nauk : 


Frank S. Green 
SPARROW ADVERTISING AGENCY 


IF YOU BUY SPACE ON THE BASIS OF RESULTS— 


ls America’s dynamic sales-producing publication on your media 
list? Satisfied advertisers all over the country are thanking their 
agencies for proposing The Wall Street Journal as the backbone of 
their sales promotion campaigns. The Journal gets your message to 
the men who look for new ideas, products and services. With a keen 
interest in what you offer, and ample means to buy it, The Journal 
reader is a top prospect. Put him at the head of your “‘call’”’ list by 
putting The Journal at the head of your media list. When you 
advertise in The Wall Street Journal, something really happens! 


CIRCULATION: 488,156 


THE WALL STREET JOURNAL 
Y 


4u 


published at 


=~ 
NEW YORK, 44 Broad St. and WASHINGTON, 1015 14th St. N. W. - CHICAGO, 711 W. Monroe St. 


DALLAS, 911 Young St, + SAN FRANCISCO, 1540 Market St, 


full-cycle to promotion promotion 
promotion When Ford \Motor Co. 
recently introduced its new Edsel 
Hammond offered each of the dealers 
assumed to be 1,200) one of its or 
yans and an organist for showroom 
entertainment. Hammond _ jealously 
guards sales figures and cloaks its pro 
motional activities in as much secrec 

as possible to protect itself from con 

petitors But conservative estimates 
indicate that at least 300 of the Edsel 
dealers took Hammond up on th 
ffer. Hammond supplied organs and 
organists trom its showrooms. 

H. C. Lembke, sales manager for 
Hammond, commenting on the pro 
motion, had this to say: “‘Nobody 
needs an organ.’ Hammond's ain 
obviously is to convince people that 
in organ will give them more than 
their money’s worth in pleasure 
(Lembke added that one Edsel deal 
er, who certainly didn’t need an organ 
‘nded up buying a concert model af 
ter listening to the Hammond in his 
showroom during the week of Edsel 
introduction!) 

That same Hammond outlet sold 
$10,000 worth of organs through the 
Edsel promotion, and it is safe to 
say that Hammond moved plenty of 
rgans to plenty ot people, who nor 
mally would not have bought them 
but did because they strolled into 
showroom to see a new Car 

Hammond also puts its instruments 
in Safeway Supermarkets and provides 
soothing music for cart pushers. It’s 
all part of what Lembke calls Ham 
mond’s “creative selling.” 

This fall, Thomas is spending $1 
million in an advertising campaign. 
That’s an awful lot of money to spend 
for organs and 10 years ago any organ 
manufacturer would have scoffed at 


First on "Big Board" 


And in July, Hammond, the state 
ly dowager of the organ manufa 
turers, became the first musical in 
strument manufacturer admitted to 
the “Big Board’—The New York 
Stock Exchange. It listed 1,523,216 
shares of one dollar par value. Ham 
mond, in its 30-year history, pioneered 
in both the electric clock and electri: 
organ industries. It produced its first 
wrgan in 1935 and today, although it 
sells its products to churches and in 
stitutions, the company looks to the 
home as its biggest sales potential. 

And so organs have come a long, 
long, way from “the mighty Wut 
litzer’”’ that used to rise so impressively 
from the stages of America’s largest 
theaters. ‘Today's organ is becoming 
is ubiquitous as picture windows. 

The End 


SALES MANAGEMENT 


NEW BOOKS FOR 
MARKETING MEN 


Books mentioned in this 
column are not available from SALES 
MANAGEMENT, Please order from your 


book store or direct from the publisher 


reviewed or 


Business Letters That Turn In- 
quiries into Sales. By Ferd Nau 
heim. Published by Prentice-Hall, Inc., 70 
Fifth Ave., New York 11, N.¥ Price, 
$4.95 

Picture the people you're writing to 
write your letter as you'd be written fo 
and you're already on your way to win 
ning friends (and customers) with sales 
letters. The author of this book thinks 
business letters must be creative; that 
you can—and should : no” with a 
smile, and that there's a proper way to 
handle a delicate situation with a lette: 
He provides letters for such situations as 
the order that never arrived; the orde: 
that arrived but was the wrong order, 
and getting off the hook when you're out 
of cash but need the merchandise you 


ordered 


Successful Selling Strategies. 
By Charles L. Lapp. Published by Me 
Graw-Hill Publishing Co., Inc., 330 W 
42nd St., New York 36, N. Y. Price, $4.9 

Dr. Lapp (of Washington University 
has correlated the findings of a 10-year 
survey of 15,000 buyers’ reactions to sales 
men and selling techniques and the re 
sults are the basis of this book rhe book 
is intended for sales managers in the 
industrial, intangible and retail selling 
fields But it is also a manual of sales 
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techniques for day-to-day use, The “do's 
and “don't’s” of contemporary selling are 
explained in a graphic style. Among the 
glib phrases that too many salesmen use 
to the annoyance of the prospective buyer 
are these: “Others can't compare” 
I were you, I would - “Vou 
go wrong on this item.” And Dr 
lists many of what he calls 
cle hes 


clanging 
You'll recognize these This is 
your last chance’; “Now here's a ter 
rifie little item” ; 
be bigger this time? 


‘Is your order going to 


Motivation in Advertising. 
Pierre Martineau. Published by McGraw 
Hill Book Co., Inc. Price, $5.50 

Pierre Martineau should know of what 
he speaks—and writes: He's director of 
the research and marketing department 
of the Chicago Tribune. And his book 
delves deep into a misunderstood subject 

the purpose and the methods of modern 
advertising. Today we know that motiva 
tion is the primary force in moving goods 
and services. And the author shows you 
how to use motivation research in your 
own sales and advertising plans. The 
studies on which the book was based are 
fresh and new for they were done tor 
private use 


How to Predict What People 
Will Buy? By Louis Cheskin. Published 
by Liveright Publishing Corp., 386 Fourth 
Ave., New York 16, N.Y Price, $5.0 

Here’s another study on motivation. It 
covers the subject from another direction 
than Mr. Martineau’s—emphasis here i 
often on color and the part it plays in the 
buyer's choice. For Mr. Cheskin is director 
of Color Research Institute. He tells, for 
instance, of the tests used in determining 
the colors and in developing the packages 
of Lux Toilet Soap, and how farlboro 
cigarets decided on iis much-publicized 
package 


Sales and Marketing Manage- 
ment. By Lewis K. Johnson, Published 
by Allyn and Bacon, Inc., 41 Mt. Vernon 
St., Boston 8, Mass. Price, $6.9 

The author is Professor of Commerce 
it Washington and Lee University. Hi 
book is a primer on sales and market 
management 


k 
intended for college classe 
and for the salesman or sales manager 
who wants a good, solid grounding in th 
subject. Its language is clear and wu 
pretentious and the subject matter is ¢ 
ered in workmanlike style 


The Greatest Opportunity in the 
World—Selling. By Merle 7 horpe 
Published by Hawthorn Books, Ine., 
Fifth Ave New York 11, N. Y. Price 
$2.95 

Before his death recently, Merle Dhorpe 
was director of business development for 
Cities Service Co., and had previously 
been for many years editor of Nation's 
Business. He wrote of selling with love 
and with respect. He believed that sales 
men were made and not born and his 
enthusiastic treatise on the subject, in this 
book, tells how to make yourself a better 


salesman 


WHEN IS A LEAD 


NOT A LEAD? 


Many an inquiry has no more fu- 
ture than a china egg. The pay-ofl 
is in conversion to sales, When you 
advertise in The Wall Street Journal, 
you'll get inquiries that have life to 
them, because they come from the 
most active, doing-est, buying-est au- 
dience ever assembled by one daily 


publication. 


No matter what your industry is, 
chances are Wall Street Journal read- 
ers use more of those products than 
anybody else. They're with the com- 
panies that make construction news, 
set the pace for new processes, pio- 
neer with new systems, trailblaze 
with new procedures, And when they 


read your ad, it can be the prelude to 


the biggest sale you've ever made 


Oddly enough, despite the better 
calibre of Journal inquiries, The 
Journal usually produces more of 
them, too. More than one testimonial 
has come from a Journal advertiser 
whose records show that The Journal 
wasn't only low in cost per inquiry 

but actually produced more in- 
quiries and to top it off, produced 


more conversions 


Sound like what you’re looking 
for? Why not check into all The 
Journal advantages? Call, write 
or visit a Journal advertising sales 


office. (See opposite page). 


Action in Business results when you advertise in 


l'o help create a favorable climate for sales, the Wood 
Olfice Furniture Institute looked for the business 
magazine which does the best job of reaching the men 
who can make decisions. They wanted their primary 
campaign to influence owners, presidents, partners, 
policymaking officers--men whose offices must re- 
flect their personal prestige 

They chose Nation’s Business because of both the 
size and quality of its circulation 

Of its 779,000 subscribers, 550,000 are owners, 
partners or presidents. In 98 of the 100 largest manu- 


facturing corporations ranked by total assets, 49% 
of corporate executives are Nation’s Business sub- 
scribers. And Nation’s Business has 5256 subscribers 
in 31 of the 33 companies whose sales exceed one 
billion dollars annually. 

This is the magazine read by top men in every type 
of business all over the United States—in manufac- 
turing, banking, retailing and wholesaling, construc- 
tion, transportation. 

Many magazines are edited for “management 
men.” Nation’s Business is edited for the men who 
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Members of the Wood Office Furniture Institute 


Alma Desk Company 

Boling Chair Company 

Gregson Manufacturing Company 
Hoosier Desk Company 

Imperial Desk Company 

Indiana Chair Company 


Indiana Desk Company 


Jasper Desk Company 

Jasper Office Furniture Company 
Jasper Seating Company 

The Leopold Company 

The B. L. Marble Chair Company 
Myrtle Desk Company 

The Taylor Chair Company 


Furniture Institute advertises in Nation’s Business 


Jasper Chair Company Thomas Furniture Company 


Associate Members: 


Art Woodwork, Ltd 
Biltrite Furniture Manufacturing Inc 
Canadian Office Furniture & School Furniture, Ltd 
Standard Desk Manufacturers, Ltd 


Henderson Furniture, Ltd 


Wood Office Furniture Institute's 
advertising agency is 


Henry J. Kaufman Associates 


Nation’s Business 


control the pursestrings—-the business owners. That 
helps explain why it is such a productive medium for 
sellers of products, services and ideas to businessmen 

. why its advertising revenue for the first quarter 
of 1957 was the largest for any in the entire history 
of the magazine . . . why linage for the first nine (A.B.C.), including 75,154 executive: 
months of 1957 is up 16.5% over the same period al temdnces-anembers of the Gotlens! 
last year . . . and why September is the 21st consecu- Chamber of Commerce and 704,586 
tive issue to show a linage increase. Action in business businessmen who have personal sub 
results when you advertise to the men who own senyaene 
America’s business . . . in Nation’s Business. 


ADVERTISING 
HEADQUARTERS: 
711 THIRD AVENUE 
AT 44th STREET 
NEW YORK 17, WY. 


779,902 PAID CIRCULATION 


Washington, Chicago 
Philadelphia Cleveland, Detroit 


San Francisco 


FUTURE SALES RATINGS BOARD 


Sales Outlook in 112 Major Industries 


FOR THE SHORT PULL 
(OCT.-DEC.) 


FOR THE LONGER HAUL 
(ALL OF 1958) 


Decreased Ratings 


Aircraft sales 

Furs 

Glass & materials 
Gov't procurement 
Instaliment financing 
Luggage 

Machine tools 


Oil Equipment 
Railroads 
Steel & iron 


Travel overseas 
Trucks 


Railroad Equipment 


Security Financing 


Increased Ratings 


Building (residential) 
Hardware 

Laundries 

Oil burners 
Piumbing & heating 
Silk textiles 


Unchanged 94 Industries 


see ratings— 


Aircraft sales 

Furs 

Glass & materials 
Gov't procurement 
Installment financing 
Luggage 

Machine tools 


Railroads 


Stee! & iron 
Travel overseas 
Trucks 


Railroad equipment 


Security financing 


Building (residential) 
Hardware 

Laundries 

Oil burners 
Piumbing & heating 


Unchanged 92 Industries 


see ratings— 


Businessmen’'s Big “Ifs’ on Sales 


By PETER B. B. ANDREWS, Consulting Economist 
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the fourth quarter ot 1957 


itings for 14 industries and increased 
months 
| 


ratings tor 6 kor the 12 


ihe id the COTISCTISUS br nys mcreases 


ratings tor 9) and decreased ratings 


for 13. It must be thoroughly under 
stood in this connection that a pessi 
HiSti interpretation must not be 
placed on these decreases, since the 
largely reflect the rising comparative 
making heavy 
1957 


base of sales gains in 


ales comparisons of vs. 1956 


more diffi ult 


While 


moves in 


Bases for high ratings 
lederal Board 
tightening interest rates are avowedl) 
is felt that the Gov 
ernment will not let a basic deflation 


Reserve 
deflationary, it 
get under way and a desirable ob 
jective will be gained if spiraling in 
lation can be prevented. 

It must be realized, too, that firm 
ing of money rates also reflects trade 
funds, indicating a fun 
favorable 


demands tor 


damentally business situa 


rion 


Reser c Board action may have 


obviated some plant and equipment 
expenditure plans, but many firms 
continue to plan higher capital ex- 
penditures and despite worries over 
high labor costs and the growing 
profit squeeze, many expect improved 
profits in the months ahead. 
Exceptional stimulus to the econ 
omy in months ahead will continue 
from local, state and Federal projects 
such as the essential building of 
schools, libraries, churches, hospitals, 
municipal buildings, sanitation sys 
tems, recreational facilities and othe: 
needs which mirror the pressures of a 
dynamically expanding population. 
‘Total construction contracts in the 
first half of 1957 were $17 billion, 
with the heavy engineering category 
at $4.5 billion or 21% ahead of the 
first half of 1956 and non-residential 
building at $6 billion, up 5% over 
1956. Homebuilding is down sub- 
stantially, but in a move to spur this 
lagging industry the (Government 
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FUTURE SALES RATINGS .. . for Oct. 1957 


In the 112 industry table below, the sales prospect rating has just been raised when 
the arrow 7 next to the yx points up. The arrow | pointing down means the 
rating has just been decreased. All other ratings are unchanged from the 
previous quarter. 


How to Read the Table: Key to Relative Size Ratings Key to Sales Prospect Ratings 
(By Industry sales volume) (All ratings are relative to the median (***) 
A—$10 Billion and Over which indicates approximately no change in relation 
B—$7 Billion to $10 Billion ; to the corresponding period of the preceding year.) 
C—$4 Billion to $7 Billion wake K— Best Relative Outlook 
D—$2 Billion to $4 Billion kkkk —Very Good Relative Outlook 
E—$i Billion to $2 Billion nner —Good (Medium) Relative Outlook 
F—One-Half Billion to $1 Billion ** —Fair Relative Outlook 
G—Under a Half-Billion Dollars * Least Impressive Relative Outlook 
Relative Sales Sales Relative Sales Sales 
Size Prospect Prospect Size Prospect Prospec? 
Rating Rating for Rating for Rating Rating for Rating for 
(See 4th Qtr. Next 12 (See 4th Gtr. Next 12 
Above (See Above Mos. (See Above (See Above Mos. (See 
Key) Key) Above Key) Key) Key) Above Key) 
Advertising A tht khkke  |Luggage G ak a 
Air Conditioning E Fett tk kite (Lumber & Wood Products A rrarare otOtOk 
Air Transportation E wk hk khkk Machine Tools F rove kk 
Aircraft Sales Cc kkk kkk Machinery (Agric.) E CTT T T tototOtOk 
Atomic Energy G ” otk kk  tottotok Machinery (Ind'l.) B kkk ahhh 
Auto Sales (New) A kkk tok |Materials Handling D Powe kkk 
Auto Sales (Used) E kkk kkk |Meats c a khk ahhh 
Auto Service & Parts B eT. . 2 eT. ? 2 | Medical and Dental Care Cc kk khke ahhh 
Auto Tires E kkk kkkk |Metal Containers E akkke kk 
Baking D kkk os 2 7 |Metals (Non-Ferrous) Cc kk kkk 
Banks (Revenue) E kok kk kkk  |Motion Pictures E khke hhh 
Beer c kkk kkk |Musical Instruments G hhh kkk 
Building (Heavy) A kk kikk Office Equipment CS kkk akkke 
Building (Residential) Cc lke tok |Oil Burners E kkk |\keke 
Candy & Chewing Gum E kkk kok kk Oil (Cooking) G i hhh kkk 
Canned Fruits & Vegs. E tok kk otk \Oil Equipment D wk ahhh 
Cereals G kkk kkk |Packaging & Containers E ttt ahhh 
Chemicals A kkkk kkk | Paint E ahhh hhh 
Cigarettes Cc kkk kkk Paper & Products c ahhh kkk 
Cigars G kke kk Personal Care D kkk nak 
Clothing (Men's, Women's Photographic Supplies G kh toh wh kk 
& Children's) A kkk kkk Plastics E kkhhe ahh hh 
Coal (Anthracite) F * * Plumbing & Heating Cc kkk akan 
Coal (Bituminous) D kkk khkhk Printing & Publishing Equip F ahh kkk 
Coin Machine Sales D KKK akkke Radios F kkk Kank 
Commercial Printing F kkk kkk {Railroad Equipment D kkkh nahh 
Cosmetics E Kkkke kkkkk Railroads 4K ake [we 
Cotton Textiles A wkkk kkkk Refrigerators E kkk ahhh 
Dairy Products D kkk wkke Restaurants & Bars A ahhh khik 
Department Stores A kkk aah Restaurant Equipment E khkhe khhhh 
Diesel Engines G whkkk akkhkk Rubber Products D tok tok hk tok 
Dinnerware f ke kik Security Financing if hohok hhh 
Drugs & Medicines Cc akkkn whkhk Shipbuilding 7 hhh hhh 
Dry Cleaning E kkkke whhkhk Shoes S hh hk hhh 
Education F wkkke xkkke Silk Textiles G kkk ak 
Electrical Eq. (Industrial) 4 kkk Kk | Silverware G akke ahhh 
Electrical Eq. (Consumer) D kkk akk |Soap E hhh kkk 
Exports A kikke kkk Soft Drinks F hhh ahhh 
Farming A kkk kkkkk (Sports & Sporting Goods c ahhh hh hhh 
Flour D ake ake Steel & Iron A kh [ikke 
Food Processing A kkk wkkkk |Sugar E wk hhh 
Furs G |** |** Surgical Equipment G kkk kkk 
Gasoline & Oil t ak ake Synthetic Textiles E akhh hhh 
Glass & Materials E |*ne | eae | Television E hk kkk 
Government Procurement A awk iB Rehel Toothpaste & Mouthwashes G ahh ahhh 
Groceries A Kk xkkek Toys & Games E wh hhh kkkhh 
Hardware D kkk kkkke Trailers (Auto) G ahhh aihkk 
Hotels D kk kkk Travel & Vacations A aakke kakke 
House Furnishings, Floor Travel Overseas D ake | he 
Coverings, Furniture, etc. 6B kk whe Trucks D x* Radel 
Household Products ( Misc.) c whe whi Utilities c hhh hhh 
Imports c kkk kkk Utilities (Gas) i*) ahhh kkk 
instalment Financing c |x [ke Utilities (Telegraph) G xk hh 
Insurance A wake kik Utilities (Telephone) c ahhh kh hh 
Jewelry & Watches E wk akkhk Vacuum Cleaners G hh hhh 
Laundries iz ene kkk Washers (Household) ia hhh hhh 
Liquor (Alcoholic) c whan kkk Woolens & Worsteds '*) hhh hhh 


Note: Future Sales Ratings are especially copyrighted by SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y 
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im down payments 


rtually insuring recovery 
P 


\iding the important basic indus 


of homebuilding, too, are ind 
ations that the decline in the rate of 
new family formation has been re 
ersed ‘Though many of the new 
families are not immediate home buy 
ing prospect the upturn in their for 
mations provides a foundation for fu 
ture strength. From 1947 to 1950 
the a erage ann ial increase in new 
households in the U. S. was more than 
| million. From 1950 to 1953 it 
vas 900,000 and from 1953 to 1956 
only 840,000, with an upswing again 
inder way and likely to gain momen 
im as the huge « rop ot World War 
youngster become adults 

More gainfully em 
ployed—over 67 million—than ever 
before. This compares with 66,174 
HOO last year at this time and an 
iverage of 61,238,000 in 1954 and 
45,750,000 in 1939, Weekly wages 
a new peak. Aver 
ige weekly earnings in manufacturing 
exceed $83, compared with $82.21 at 
this time last year 


people ate 


noreover ire at 


and an average of 
>71.86 in 1954 and $23.86 in 1939. 


More Money to Spend 
W ies are likely to 


idvance further, though less rapidh 
ind disposable personal income should 
receive an extra fillip from tax reduc 
tions which are expected in 1958 
Disposable personal income now is 


running it the record high annual 
rate o 


furthermore 


er $302 billion, compared with 
4288.8 billion at this time last year, 
$287.2 average for 1956 254.5 in 
1954 and $70.4 in 1939 

Prosperity 

it in this 
of all getting more than 
$5,000 annually Not only are dis 
posable earnings high, but quick-asset 
position in the aggregate 1s « lose to a 
record. Individuals in the U.S. own 
more than $450 billion of such finan 
cial assets as cash bank deposits, Sa\ 
liv and loan shares 


moreover has spread 
ountry with about half 


families 


insurance and 
(jovernment securities. In addition 
they own over $300 billion of cor 
stocks compared 
with individual mortgage and con 
umer debt of under $150 billion. 

| ven though retail sales have been 
if new high 


porate bond and 


savings also have been 
large, running in 1957 at around $20 
billion in unnec essarily large figure 
in the view of some economists. In 
reased promotional activity large 
advertising expenditures, greater sales 
staffs, are well merited to drain away 
some of this excess reserve. 

Personal consumption expenditures 
are running more than $10 billion 
ibove the high $268.6 billion of the 


84 


third quarter of 1956. ‘The present 
ipproximate $280 billion record-high 
spending total also compares with 
$236.6 billion in 1954 and $67.6 bil- 
lion in 1939. 

Gross national product—the coun- 
try’s total spending for all goods and 
services—has boomed up to a new 
high near a present annual rate of 
$437 billion, compared with $417 
billion in the third quarter of 1956, 
$361.2 billion in 1954 and $91.1 bil- 
lion in 1939. Individual spending for 
services has taken a larger jump than 

sual, with further advances indi 
ited 

Corporations, too, reflect the pros 
perity with a record-breaking work 
ing capital position. Net working 
apital of all U.S. corporations ap 
proximates $110 billion, compared 
with $103.4 billion a year ago, $95 
billion in 1954 and $30 billion in 
1939. This shows excellent ability to 
finance new products and experimen- 
tations, new plants and equipment 
ind to finance advertising and other 
promotion to spread these products 
through the American consumer chan 
nels and raise the standard of living 
further. 

Living standards are aided and a 
potential downdraft of the business 
yele resisted by further growth of 
the newer industries such as plastics, 
iir lines, natural gas, jet and missile 
iircraft, materials handling, electron- 
ics, super fuels, air conditioning and 
frozen foods. Long term planning by 
many companies tends also to make 
business less sensitive to short run 
hanges in trade trends. 


Birthrate Booming 


‘The basic market of people con 
tinues to expand impressively. Birth 
rate remains about 4 million annually 
as against an average of 2'/ million 
in the thirties. This means many 
more schools, more churches, more 
utilities, more streets, more houses. It 
means more demand for food, cloth 
ing, and equipment. It requires an 
expansion of productive facilities of 
ill kinds. 

Improvement in farm income also 
is helping the general business trend. 
Farm equipment sales are the best in 
some years and prospects are bright, 
inasmuch as more food is required by 
rising population and_ replacement 
needs of farm machinery are great. 

A decline in the rate of inventory 
buildup by businessmen has come at 
a time when consumer incomes and 
spending have been rising—a funda- 
mentally healthy situation. Based on 
the inventory component of gross na 
tional product, total nonfarm  busi- 
ness stocks on hand rose at an annual 


billion in the 
first six months of 1957, compared 
with more than $5 billion in the com- 
parable period of 1956. 


rate of less than $1 


On the other side of the scale, 
bases for pessimism include: 

The Reserve Board’s “engineered 
deflation,” with money rate squeezes 
progressively rising, is scaring some 
businessmen. While it is designed to 
stop inflation it is also stopping some 
plant and equipment expansion and 
forward business planning. 

Prices must come down, the Re 
serve Board indicates, even at the 
expense of profits, and indications are 
that the policy of credit restrictions 
will continue severe for some time. 
Some businessmen fear possible ex- 
ess price reduction with correspond- 
ing erosion of inventory values and 
future commitments. 

Continued rise in labor costs, high 
price of operating materials and high 
taxes push toward either higher prices 
for the consumer or painful squeezes 
of profit margins. 

Since the start of the year overall 
industrial production has shown no 
increase. Manufacturers’ shipments 
as a whole have been somewhat higher 
than incoming orders; unfilled orders 
have been slowly tapering off. 

hough the rate of growth in con- 
sumer debt has decelerated, this debt 
is considered excessive by some econo- 
mists who foresee difficulty in meet- 
ing these obligations in any business 
letdown. It is recognized, however, 
that much of the big three-year debt 
piled up in 1955 will soon be paid off 
and that these people will be in the 
market for replacement of durable 
goods and other goods with their re 
freshened buying power. 

Industrial plant capacity is at an 
all-time peak and scheduled to rise 
sharply further while imports are ris- 
ing, making for a situation, in the 
views of some analysts, of over ex- 
pansion and too many goods to sell. 


Why Ratings Rose... 
Building (Residential): 


Lower down payments on home 
buying legislated by the Government 
will stimulate residential building at 
a time when household formations 
have resumed an uptrend—making a 
favorable base for higher activity in 
this backbone industry of the econ- 
omy. Rise of one star in near and 
long term ratings make them three 
and four stars respectively. 


Hardware: 


Prospective improvement in_ resi 
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dential onstruction, a ¢ ontinued boom 
in commercial and industrial construc 
tion and high interest in home reno 
vation and rehabilitation with accom- 
panying hobby activities bring an in 
crease of one star each in new and 
long term ratings—to five stars each. 


Insurance: 

Greater promotion and sales activ 
ity of newer appealing insurance 
polic 1¢s throughout the lite casualty 
and related fields, and the market's 
high purchasing power make for a 
one start advance in the near term 
rating to five star 


Laundries: 

As public prosperity broadens, tend 
ency to spend more for services has 
grown. Equipment modernizing by 
laundries, increased, more ingenious, 
advertising and selling by laundries 
raise near and long term ratings one 


star each to tour stars. 


Oil Burners: 
Plumbing & Heating: 


Prospective rise in new home build- 
ing as well as an increase in renova- 
tion of older homes is expected to 
broaden the sales potentials of plumb- 
ing, oilheating and gasheating equip- 
ment. Up one star in both the near 
and long term ratings of each of these 
industries results in four star ratings 
for each 


Silk Textiles: 


Improved demand for silk as a 
quality material in upper price brack- 
ets for neckties, s« arves, etc., is likely 
to increase, even though proportion 
of the total textile market is small. 
Near term rating is raised one star 
to three stars 


Why Ratings Decreased: 


Lower ratings are shown by the 
down-pointing arrows on the tabula- 
tion page of Future Sales Ratings. 
These include: aircraft sales, furs, 
glass and materials, government pro 
curement, installment financing, lug- 
gage, machine tools, oil equipment, 
railroad equipment, railroads, security 
financing, steel and iron, travel over 
seas, and trucks. 

These reductions are explainable 
uniformly in each instance and are 
not to be interpreted as pessimistic; 
they largely reflect the rising com 
parative base of sales in the past, 
making great gains in sales compari 
sons in months ahead more difficult 
against the comparable base of the 
preceding year The End 
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The State Journal Is 


Number 3 
In Michigan A 


a? Way 


In Total Advertising Linage’ 


Retail and General 
Advertisers Stay With 
The Medium That 
Proves Itself. 


*E & P Annual Report 3/16/57 


LANSING THE STATE JOURNAL 
MICHIGAN Member of Federated Publications 
Capital City 


REPREBGENTEO NATIONALLY BY 
of Michigan 


SAW VER -FERGUBON-WALKER COMPANY 


That’s easy 


What makes Construction Equipment 


Construction Equipment is the only magazine in the field 


that is published for the man who buys, and nobody else 


In every construction organization, large 
or small, somebody has to decide what 
equipment and materials to buy. No mat- 
ter what his title, no matter what other 
duties he may have, this man—or group 
of men — decides what is needed, and 


buys it. 


Thousands of these men in all kinds of 
construction have to make the right deci- 
sions or profits go down the drain. They’ve 
got to know what machines speed the 
work and keep costs down in each type 
of job. They must know the best materials 
that will fulfill each job requirement, with- 


out waste or undue cost. 


CONSTRUCTION EQUIPMENT 
is edited for these buyers, 


and for them only 


Typical of our concentration on help for 
buyers are CONSTRUCTION EQUIPMENT’S 
how-to-buy case studies of successful 
firms. They provide step-by-step methods 
as to purchasing procedures, equipment 
financing, tax amortization, product value 


analysis. 


In CONSTRUCTION EQUIPMENT job per- 
formance information is specially slanted 
to the buyer’s interest; shows specifically 
how a piece of equipment saves time, 


labor, money. 


Product Previews describe new and 
improved products from the buyer’s 
viewpoint. 


And that’s all. There is no general news. 
Nothing on general industry problems. No 


association news. No personnel news. 
Not in ConstrRUCTION EQUIPMENT. 


Other publications in the field must cover 
these and many other topics because they 
strive to attract and hold many of their 
readers who have no interest in the buying 
side of construction. Only CoNsTRUCTION 
EQUIPMENT concentrates on information 
of direct value to the men who have to 
decide what to buy. Nothing in it to at- 
tract any readers but the ones you want... 


the men who buy equipment and materials. 


We can limit its editorial appeal to buyers 
only because every reader of CONSTRUCTION 
EQUIPMENT is personally identified as a 
buyer. CONSTRUCTION EQUIPMENT does 
this the only way it can be done in the 


construction field. 


This isn’t easy 


Locating the right firms, then finding the 
people who really buy, is a tall order in 
the volatile construction market. Titles 


are meaningless. People are on the move. 
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stand out from all the rest? 
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Some construction companies go from 
riches to rags and back again almost over- 
night in this feast or famine business. Pub- 
lished lists get out of date before they’re 
printed. Subscription solicitors, calling 
once or twice a year (or once every two 
years) can’t possibly separate real buyers 
from other subscribers. 


Only CONSTRUCTION 
EQUIPMENT finds and reaches 


the people who buy 


There is one and only one realistic way 
to find real buyers... that’s through the 
people who spend their lives selling to the 
construction market — the salesmen who 
represent equipment distributors. They 
call every week, or oftener, on important 
firms in their local territories. They know 
which contractors are busy, which con- 
cerns are building. What’s more, they 
know the people who decide what to buy 
— they have to know who they are in order 
to make a living. 


That’s why ConstrucTION EQuIPMENT 


enlisted the cooperation of selected 


equipment distributors across the whole 
country ...114 of them with some 1,400 
salesmen. They pay for the copies of 
CONSTRUCTION EQUIPMENT which we send 
to their best customers and prospects. 
Their salesmen are, in effect, our subscrip- 
tion men, each interested in maintaining 
a list of the buyers they call on; each 
equally interested in eliminating everyone 
else. This is Franchise-Paid Circulation as 


used by Conover-Mast. 


Whether you sell through distributors or 
not; whether you sell through these par- 
ticular distributors or not... this method 
gets your advertising to the men who 


make the buying decisions. 


That’s what makes ConsTrRuUCTION Equip- 
MENT stand out from all the rest... it’s the 
only magazine published for just one pur- 
pose —to help the man who buys; it’s the 
only one that has buyers identified by 
local distributor salesmen. This is why the 
advertiser in CONSTRUCTION EQUIPMENT 
gets an opportunity to sell buyers, and 
nothing but buyers of equipment and 


materials ... without waste! 


The Buyers Magazine for eauipment and materials 


205 East 42nd Street; New York 17, N. Y. 
a Conover-Mast publication 
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To sell more where more is sold 
-- it’s FIRST 3 FIRST! 


. 


Accent on Scenery 


T. nspiring wonders of nature can be an unforgettable 


experience however, these seenic eye-catchers often 
occupy vast and sparsely settled land areas that in many 
instance how up as a very misleading splash of color on 
a cout coverage media map 
W hie Come to ache ny maximum ales volume for 
ur produet enerally most profitable to concen 
trate a large part of your advertising effort on the FIRST 
markets of New York, Chicago and Philadelphia 
markets which aecount for 1/6 of Drug sales, 1/5 of Food 
I pwitht inda Punch 
PROT 2 
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sales, 1/5 of Furniture and Appliance sales, and more than 
1/4 of total U.S. Apparel sales. 

In these outstanding urban sales centers the family 
coverage of General Magazines, Syndicated Sunday 
Supplements, Radio and TV thins out. Only FIRST 3 
MARKETS GROUP delivers a saturating 62°; family 
coverage of these 3 city and suburban markets where 
nearly 1/5 of all U.S. Retail sales are made. To make your 
advertising sell more where more is sold... it’s FIRST 


3 FIRST! 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer ‘“Today’’ Magazine 


7-4894° Chicago 11,1 Tribune Tower, SU perior 7-0043 
146¢ Los Angele Calif., 3460 Wilshire Blod., DU nkirk 5-3557 
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Tools for Selling: 


Reynolds’ “Just-for-You' 
Plan of Group Selling 


@ Sample packages are created for each prospect 


@ Packages are unveiled to key prospect executives 


@ Traveling exhibit is set up in hotels 


@ Individual presentations made daily to two prospects 


If there were a name on the alumi 
drawn above, it 
brand. It 
would be a brand name that competi 


] 
num foil package 


would represent a_ real 
tors of the dozen or so men studying 
the package would like to know. 

The reason: ‘he package is new. 
[his is its first showing. It may be 
the last. ‘hen again, in a few months, 
that aluminum foil package may car- 


ry brand “X” 


the country. ‘That’s why competition 


to higher sales across 


would like to know what brand is on 
that pac kage. 

‘The scene above is typical of the 
presentations that Reynolds Metals 
Co. is making this week in Detroit’s 
Sheraton-Cadillac Hotel. It depicts 
the unveiling of an aluminum foil 
package Reynolds has designed for 
the particular company watching the 
presentation. Reynolds gives two one 
ompany-at-a-time presentations each 
day; unveils two “designed just for 
you” new packages each day. 

This is Reynolds “Packaging Show 
case’ which has been seen by presi 
dents, sales, merchandising, product 
development and design executives of 
over 90 companies in the past three 
‘They come to see what “sur- 
package Reynolds, No. 1 in 
sales volume of aluminum foil, has 


designed for their firms. 


months. 
prise 


“Packaging Showcase” is a mobile 
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exhibit which Reynolds has put on 
the road to display inside major city 
hotels the country over. It include 
90 feet of modernistic display panel 
on which are mounted over 300 alu 
minum foil packages ranging from 
‘“zip-open’”’ containers for frozen foods 
to Hower pots and beer labels; all 
now being produced by Reynolds 


Part of Story is on Film 


Heart of the ‘“Showcase”’ is a stag 
for movies, slide projection, and othe: 
visual presentations which tell th 
complete Reynolds packaging story. 

‘The exhibit is transported around 
the country so that Reynolds district 
sales people will have a means of mak 
ing dramatic presentations to their 
local prospects. The regional staff 
arranges the date and time for the 
hierarchy of a particular company to 
visit the Visits are 
planned well in advance and require 
close cooperation between the local 
Reynolds’ Louisville, 


Ky., sales headquarter S. 


“Showcase.”’ 


salesmen and 


‘The hour-and-a-half long presenta 
tion begins after executives have lei 
surely browsed through the exhibit of 
aluminum foil packages on display. 
‘The official welcome is given via 
color-sound film by David P. Reyn 


olds, vice-president in charge of sale 


Lhe program itself is presented by 
the regional sales manage! In De 


troit this week, it’s Frank Liebert. He 


is assisted by two Reynold ile 
trainees, Robert Bateman and John 
Haney, who travel with th how 
case,’ and assemble it at each stop 


over, 

Another film briefs the custome 
on latest developments in packaging 
resea;4rt h, enpineeriny and de peti. 
Then, by film 


complete production ol i toil pack 


Reynolds how the 


age; trom bauxite mining to the 
ished product 

l’o illustrate how the customer can 
benefit through a promotional ti 
with Reynolds Wrap and the cor 
pany's aluminum foil packaging seal 
a special 


presentation 1 yiven on 


f 
Reynolds advertising and merchan 
dising programs. Reynolds stress 
recent survey which showed 83,3¢ 
of 1,403 women interviewed coa 
coast recognized the Reynolds pack 
aging seal; an 11% increase over re 
ognition registered in 195 Nine out 
of 10 women could tell where they 
had seen it. Four out of 10 named 
specific food product 
eal. 


whi h Carry the 


Then the coup de grace 
The lights are dimmed \ spot 
light 1S curtain 


of the stage. “The curtains are di 


focused on the closed 
iw 
back and the gleaming aluminum foil 
package designed especially by Rey 
olds for the prospect is revealed 

‘J his pac kage is Reyn 


olds’ suggestion to the visiting 


ti 


“surprise” 
com 
pany as to what it can do with alu 
minum foil packaging 

Does this group selling plan pay 
off ? 


At one presentation, a major dr 
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KLEEN*STIK 


IDEA NO 


“Cool Off with SMIRNOFF” 


HEUBLEIN & BRO 
(lonn 


MIRNOFF VODKA with 


Myr worked out the 
Ked tithe with GENE MA‘ 


ALD-CRAFT DISPLAYS, INC 


near-by 


backed up 


to identify their 


quartet 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


P.O.P. ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


Hartford, 
telle thireaty folks about 
this 
nice an’ icy window and refrigerator 
treamer. KHOBHONER, Asat. Ady 
attractive 
cool-colored design and Day-Glo 
Hil 
VERNA and BOB SWIKLAS of 


Bloomfield, Like thousands 
of other display-wise admen, they 
their work with 


KLEEN-STIK the almost 
rr ie wlf-sticking adhesive. The 
moiwturcless, peel-an’-press strips 
make it easy for Heublein’s dealers 


Cool-Off head 


HOTEL ST FRANCIS 
IDEA NO. 117 


Classy Card for Cable Cars 


In picturesque San Francisco, local 
idvertising often takes interesting 
forma. Like this b-t-g promotion for 
the Mural Room of the ST 
FRANCIS HOTEL. The hotel's 
gency, HAL S. DOVER CO., pre 
pared a series of king-size ‘TT by 21 
posters — then had ‘em silk-sereened 
on KLEEN-STIK FLEX-STIK 
100. It's not only self-adhesive for 


quick-change application, but also 


i veather — deal for long ex 
posure on the sides of the famous 
cable car Klegant production by 


MARGARET SMITH of 
POSTERCRAFT CO., 8S. 1 


See your re gular printer, lith- 
ourapher, or silk sereen 
printer for more business- 
building KLEEN-STIK ideas 
or write on your letterhead 
for our free “ldea-of-the 


Month 


KLEEN-STIK Products, 


Pioneers in Pressure-Sensitives 


for Advertising and Labeling 
7300 W. Wilson Ave ® Chicago 3! 
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GLEAMING PACKAGES of aluminum foil stand out against these modernistic 
panels in the Reynolds Metals Co. “Packaging Showcase.” Over 300 are shown. 


firm decided, on the spot, to go into 
aluminum foil packaging for a line ot 
its export products 

\nothe: example: A prominent old 
which 


had used paper labels for many years 


line tood products company, 


nade the change to aluminum. 
\lany 


either to begin or increase aluminun 


companies now have plan 


foil packaging as a result of “Show 
Reynolds, in a 


natural deference to prospec ts’ wishes 


case presentations, 


keeps names of companies and plans 
trictly top secret ‘ 

\lthough some results of “Show 
is¢ presentations have come qui kl 
the exhibit was not planned to bring 


sales Lhe fuller 


ment of sales leads is its job. 


impulse develop 
Many 
prospects, after visiting the “Show 
case,” have asked Reynolds to put its 
research and design people to work 
on packaging problems 

Paul Murphy, general manager of 
Reynolds’ packaging market sales, ha 
this opinion of the “Showcase’ 

“We think our ‘Packaging Show 
ise’ is the most dramatic selling tool 


While it is too earl) 


to tell about its effectiveness in actual 


weve evel had. 


mcrease in sales, we know if has had 
i tremendous impact on those who 
We at Reynolds 
are 100% on using the ‘Showcase’ ap 


have seen it so far. 


proach to our major customers in the 
packaging market.” 

Ihe “Showcase” is a far cry fron 
1939 when David Reynolds, then a 
foil salesman just learning the trials 
of the road, came up with the idea of 


‘I hat 


first mobile exhibit was a primitive 


a traveling Reynolds’ trailer. 


trailer 
It didn’t last 


affair consisting of a rickety 
hooked on to a jalopy. 
long. 

One day the sputtering jalopy 
engine coughed for the last time and 
conked out on a steep hill. Reynolds 
was forced to junk the trailer but he 
didn’t junk the idea. Soon he had 
talked the company into building a 
real display coach with an elaborate 
interior. 

That began a series of Reynolds 
mobile trailers which carried the con 
pany message to the customer’s drive 
way ; a series which led to the present 
mobile indoor display. 

“As a matter of fact,” says David 
Reynolds, “the evolution of our mo 
bile exhibits from the first makeshift 
coach to the current ‘Showcase’ spec 
tacular reflects the tremendous growth 
in the scope and diversity of our pack 
aging sales.” 

Each of the exhibit’s hundreds of 
packages must be taken down, packed, 
and later remounted in the next city 
The equipment, 
lighting system, and even aluminum 
chairs, are transported in a 
trailer-truck. It takes about eight 
hours for the two trainees to set up 
in a new location. 

The “Showcase” was designed b 
Phil George of the Reynolds styling 
and design group, in collaboration 
with Paul Dearborn, director of 
packaging markets for the 


panels, projection 


large 


company 


The End 
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ry 
Peevesery, sree 


 f /, ASCO? 
4 DAYS-AT-A-GLANCE 


Te eeeay sree ‘| Wee meeay, arare ve 


a new and useful gift! 


lirst 
a handsome and handy appointment diary this is! Daily use will prove what 


glance will tell your customers what 
a thoughtful gift selection you made. 

A remembrance that will keep your firm’s name in mind all year ‘round 
Your company’s name or trade-mark can be unprinted on the cover; sales 
messages Can be bound anywhe re in the book. 

In this book: 4 days and dates on each spread, generous Hotallon space 
current and following months’ calendars. Wire-O bound to open flat. Simu 
lated leather in rich colors. 


Without obligati n, send today for full details and a free copy 
of the folder, entitled,“ HOW YOU CAN PROMOTE SALES 


arom NASCON PRODUCTS—SPECIALTY DIVISION 
‘AT A-GLANCE Division Eaton Paper Corporation 
prosuct 475 FIFTH AVENUE NEW YORK 17, N. Y 


ere’s a man’s bag with a dual personality 
This nde fer. - + working hours Ls ade fer. . + living. A big compart 


Three big file por kets hold conference notes, ment with pl nty of room tor a couy le of 


correspondence, sales literature, catalogs, days’ linen, neckwear, toilet articles, et 
etc. A full center flap keeps clothes Center flap keeps this compartment 
compartment concealed during concealed even when case is opened 


your business call 


Top grain cou hide, several 
style s and colors 


17” or 18” lengths 


corner ifely lock. Al 


Luggage and De parime mh slore 


We make custom-built bags for 
your entire organization. Write 
us for your nearest dealer's nas 


for free quotations 


Leather Goods Co.., In« 


Cincinnati 25, Ohio 


> 
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When the 
‘‘Signs”’ are right. 


You 
GET RESULTS! 


Mail Promotion 


By JANET GIBBS 


Sales Promotion and 
Direct Mail Counsel 


More About Sales Mail 


ror We've already covered a lot of do’s and don'ts, formulas, measuring 
aliea ve | eyond yout J & 


“pectations? You won’t wait long rules and the like ... all angled toward better letters. Now let's 
our merchandising plans call 
Texlite. More than 75 


ictical experience and 


talk about some tools of the direct mail trade, useful and saleswise, 
in their application to money-making mail. 


ill enable exlite to de 
engineer quality sign PERSONALIZED MAIL VS. HEADLINES: Nothing is more ef 


' command attention and fective than personalized letters . . . yet, they aren’t always practical. 
produce better, at less cost per sale, Many 


in any other medium you can se 


10,000 included and on large mailings the high cost involved can kill you! 


lists cannot be accurately maintained with executive names 


Whether you need 10 signs or 
n porcelain enamel, plastic or Headlines can replace name, address, salutation, etc. But make them 


nations of the two material short, thought-provoking ideas to persuade your prospect to read on. 
w lite prove to you that quality 


jw! Four hundred craftsmen, with MORE LETTER COPY “SPARKLERS”: 


‘ co pie a) I oft i 5 5 nN ~ 4 . ° ° S 
us mplete resources of a moder 1. Feature important benefits or sales points by position. 
160,000 square foot plant, are read) ¥ : 
. ‘The sentence or paragraph can be indented, centered or used 


as a postscript. Your words will stand out, get extra attention. 


3. Underline important words. 


\ See how I here are other adaptable ideas you'll find many in the chapter on 
\ \ others have MAIL DRAMATICS. But one last word: Don't overdo emphasis. 
: used signs ‘Too much of it and the reaction to your letter will be like that which 
= gle by TEXLITE happened to the boy who cried “wolf” too often. After a while no 
* to gain sales one paid any attention to him. 
\ objectives 


INDIVIDUALLY DICTATED LETTERS VS. FORM LETTERS: 
Form letters are a great time and labor saving device. If a given 
hi , ay beautiful full-color 
booklet shows 101 signs built for some Y 
of the nation’s most successfully be handled by mail, then develop a carefully thought-out form letter 


situation comes up time and time again in your business, and it must 


ales-minded companies which can be reproduced in quantity. Good copy, careful reproduc- 
Request your free copy on company tion and an even more carefully matched fill-in will take the sting 

letterhead out of what used to be considered a “canned” letter. Businessmen 
today accept the form letter. It will do a selling job /F it tells the 
whole story, IF it is as carefully pre-planned as any of your adver 


tising material. 


Form letters can be used to answer inquiries, acknowledge orders 

handle complaints, even collect overdue bills. There probably are 

ldera of Quality Signs Since 1879 other uses for forms in your business but don't overlook one of 

3309 MANOR WAY . DALLAS, TEXAS the most important by-products of good form letters. Jt is their 

usefulness as a training tool for new correspondents and new sales 
pe ople. 


Offices i ‘rincipal Cities 
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HOW OFTEN SHOULD YOU MAIL TO THE SAME PROS- 
PECTS? Well, how often has your salesman landed an order on his IN LOS ANGELES 
first call? He calls back again and again. Your direct mail-salesman THEY SAY 

should too. Continuity in your mail program must result in more “TIMES, FIRST OF ALL" 


and better sales 


You may be outstandingly successful with a one-shot mailing on a 
specific offer, but it's the carefully preplanned series of mailings to 
known prospects that will pay off in increased sales volume and profit. 
You simply can't time mailings to reach each prospect at the moment 
he or his company needs your product or service. ‘Then too, people 
are lazy and creatures of habit. It may seem easier to buy from the 
guy across the street ... or the habit of buying from your competi 
tor may be a hangover from the man who made buying decisions 
last year. It might even be that Mr. Prospect had a fight with his 
wife during breakfast that morning and he just isn’t in the mood 
for new ideas. Go back again and again just as long as he 


remains a good prospect for you. 


There is no such thing as a guaranteed timing schedule. On some 
lists you'll want to mail once a week, once a month or once every 


two weeks. On others a plan of alternate timing will work. You 


. 

* Toilet 
R 7 - 

customers or your industry. And of course your budget will have a equisites 


voice in the question of timing. Advertisers i 


HOW TO MAKE LETTERS AND COPY SEEM NEW, FRESH, a8 
INTERESTING. ‘This can be easily accomplished through the use - choose The 


: : 2 
of many variables. Experience shows that good mailing pieces should Times above 


be used over and over again. Researchers and mailers alike claim 


that readers forget your mailing piece at the end of a week or a } ALL other é 


month. Good letters, folders, circulars, etc., can be repeated to the 


same list within a short period without reducing the returns you Los Angeles 


expect. In fact, repetition in any form of advertising works to your 


advantage. Here's how: metropolitan 


1. Often a carbon copy of your letter, with memo attached, will 


do better than the original mailing. ‘This also applies to folders, newspapers 


etc. Some companies mail duplicates or carbons (with memos 


may develop your own schedule based on the buying habits of your 


printed directly on the letter, or attached) three or four times 


(In the first 6 months of ‘57 
The Times led in 


Change the format. If you've used letters exclusively, try self . 
- wn 95 of Media Records 
mailers, broadsides or mailing cards. Or different methods of 


in quick succession. 


114 classifications.) 
reproduction will give you the desired change 


3. Change the color of paper and printing for a change of pace 
+. Change your copy appeal. You've more than one selling poin 


to talk about. List all of your sales points before preparing ea hy 


mailing, but develop only one at a time in each piece. Ranked second nationally in drug 
store sales, Los Angeles’ rate of 
5. Change the timing of your mailings. If you've been scheduling increase in dollar volume far ex 


ceeds all other major toilet requi 
. sites markets. Advertisers of these 
this may be a bit difficult in face of the many delays in today products rely on The Times more 
than on any other newspaper 


them to arrive on Tuesday, try another day of the week. “True 


handling of mail by the Post Office, but things will straighten 


out. | hope! 


| LOS ANGELES 
( hange your eny elopes I 00 easily rec ognized envelopes O! 


wrappers can mean that mailing pieces will be thrown out 
unread on the assumption of “Oh, I've seen this before.” “Th 


same story applies to self-mailers. Corner cards can be changed 
Represented by Cresmer & Woodward 


so can lesign and color. New York, Chicago, Atianta, San Francisco, Detroit 
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RESERVED FOR 
YOUR CARGO! 


No bumping of cargo or off-loading for 
passengers 


Big plane capacity with all space reserved 
for your cargo 


Big doors to accommodate the largest 
shipments 


Rush your goods to destination 
Call your nearest Slick office 


or freight forwarder 


Certificated, Scheduled Air Carrier « Member ATA 


all 
Su CK wu YS (HC. 
World Headquarter 


3415 Cedar Springs Road, Dallas, Texas « LA 6-767) 


overseos passenger charter « airmail « air express 
domestic ond international oir cargo 


Where 
Wheaton 

goes waite 
Safety ‘= 
goes, too! 


Household goods, office and ex- 
hibits are safe in the hands of 
the Wheaton organization. 
Prompt, dependable long-dis- 
tance service from coast to coast. 


FREE Moving Day Kit 
—full of helps, labels, address cards, 
_to all personnel transfers, 
; Call your toca! 
Wheaten Agent (500 
Agents — all principal 
cities) or write to: 


Wheaton 


Van Listed Yu 
General Off 


Dept. 25. Indianapolis, indiana 


LONG DISTANCE MOVING 
‘the safest distance between two points’’ 
Western affiliate: 

LYON VAN LINES, Inc. 


Los Angeles, California 


Sales Promotion 
idea File 


How Are Sales Per Square Foot? 


Retailers are developing new ways 
to use space efhciently. Gimbel’s New 
York erected four circular platforms 
filled them with merchandise from 
television sets to refrigerators, and 
hung them eight feet above the floor 
tor display. 

The Gertz Store, Hicksville, Long 
Island, has modular units that can be 
moved from one department to an 
other without structural changes, and 
roll-out drawers on casters that can 
be pushed into stockrooms, be replen 
ished, and brought back to the sales 
floor 

In the |. 4. 
same community, sales increased 5000 
when all merchandise was kept below 
eye level, 54 inches. Back to back 
counters, multi-level countet displays 
and “‘trolley”’ 


Newberry store in the 


counters are other in 
novations which have created 10 
more sales space, and made counters 
movable for easy expansion of depart 
ments, 

Customers will stoop for pots and 
pans, so these are put on low shelves. 
Apparel, which customers want to 
teel, is kept at waist level. 

Newberry’s is currently working 
on displays that will have glass tops, 


but exposed fronts 


Eight Sales Training 
Services Offered 


lield research, sales manuals, sales 
bulletins, recordings 
sound slide-films, motion pictures and 
clinics are described in a booklet avail 
ible on request to John H. Wolfe 
John H. Wolfe & Co., 4 West 40th 
St., New York 18, N. ¥. 


presentations, 


New Angles on Trading Stamps 
lravel ‘Tabs, Albany, N. Y., offers 


stamps redeemable for anything from 
1 week-end sightseeing trip to a Ber 
muda vacation. 

Purchasers Insurance Co., Pasa 
dena, Cal., provides insurance stamps 
that increase your death benefits by a 


By LARRY SCHWARTZ 


President 
Wexton Advertising Agency 


dollar whenever you spend a dollar in 
a subscribing store. 


How to Sell Merchandise 
in a Plane 


selling at work. 
Capital Airlines serves meals on un 
breakable holiday dinnerware by Ken 
ro. Kenro arranged to distribute a 
brochure in the airline packet behind 
each passenger's seat. Coupon in the 
brochure requests details on how to 


Here’s creative 


buy the dinnerware. For a sample of 
this selling brochure, write to Kenro 
Corp., Fredonia, Wis. 


TV Program Forces 
Box Top Accumulation 


“Junior Auction” has done an out 
standing job for Pure Food Dairy on 
WSTV-TV, Steubenville, O., and 
for sponsors in other markets. Kids in 
the studio audience bid for 
items, other 


sports 
desirable merchandise, 
with box tops they’ve saved. Viewers 
also get into the act. To learn if a 
franchise is available for any specific 
market, contact J. James Polian, 
Mike Fadell Television Productions, 
525 Northwestern Bank Building, 
Minneapolis, Minn. 


Sound at the Point of Sale 


New high fidelity continuous pla 
back unit uses easy-load magazines 
plays up to 55 minutes, can be used 
outdoors or indoors, in stores, at 
trade shows, demonstra 
tions. Weighs only nine pounds, can 
be activated by 


buttons, 


meet ings, 


step-on mat, push 
photoelectric cells, timers. 
For information, write to The Pen 
tron Corp., 777 South Tripp Ave. 
Chicago 24, lil. 


How to Merchandise a 
TV Show Effectively 

Johnson & Johnson, sponsors ot 
“The Adventures of Robin Hood.” 
flew 67 TV editors to England to 
visit Sherwood Forest. Cost of the 


SALES MANAGEMENT 


HE'S PLANNING A NEW 


CATALOG IN THE DARK. 


HE DOESN'T KNOW ABOUT THE 


CATALOG COVER SELECTOR 


NATIONAL 
BLANK BOOK 
COMPANY 


Holyoke, Mass. 


NATIONAL 


OCTOBER 


YOUR NATIONAL STATIONER can save 
you a load of work and headaches when it comes to 
planning your new catalog or sales manual. How? 
By showing you what your catalog can look like 
physically before you spend a dime. The Catalog 
Cover Selector shows you much more than just 


covers or binding materials. It shows a wide choice 


of color stampings, stock mechanisms, embossing 


effects, indexes the whole works! 


After you have made your decision as to what com 
bination of components you want you have some 
thing tangible to show others in your organization 


still without spending a penny. 


Why plan in the dark? Do it the easy way — call 
your National Blank Book Stationer today and tell 
him to bring up the National Catalog Cover 


Selector*. There’s no obligation. 


* 


or write us at Holyoke for 4- 
colored folder about National’s 
custom designed catalog covers. 


Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 
Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They're loose-leaf, lie flat, 
open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


The Accopress 
Hinder cam 
hines loose leas 
convenience 
large capacity 
and ecanamy 
Ideal for Cata 


log Covers 


ACCOBIND folders 
ACCOPRESS binders 
PING-PRONG binders 


(for marginal multiple punched forms!) 


ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


1 Division of NATSER Corporation 
Ogdensburg, New York 


in Canada: Acco Canadian Co., Ltd., Torente 


trip was $100,000, but all except 
$18,000 was paid by the show’s co- 
sponsor, the airline, the producer, 
BBC, the British Board of Trade, 
and the TV network. A $100,000 
jingle competition brought in $3,681,- 
000 worth of business. An offer of 
Robin Hood trading cards sold 3,- 
000,000 packages of Band-Aids worth 
$1,400,000 retail. Forty-thousand 
teachers wrote in for Sherwood For- 
est maps. Wow! 


Save Money on Shipping 


Helpful booklet, “How to Ship 
More Economically in Corrugated 
Boxes,” is available from Hinde & 
Dauch, Sandusky, O. Eleven other 
booklets in this company’s “Little 
Packaging Library” discuss loading, 
specifying, pre packing, testing, mer 
chandising, ete., with 
boxes. 


corr ugated 


Novel Visual Presentation 

Ups Insurance Sales 100° 
Insurance company prepared a 

Visual Sales Book which 


inn luded complete sales story, instruc 


“package” 


tions, a proposal and an application 
form. ‘The Book was presented to 
sales meetings for criticism before 


publication, and certain changes were 


made. Prizes of cuff links and tie 
clasp were then offered in two-month 
contest. Sales for the period were 
$9,778,300 (1,637 sales) versus $4,- 
986,168 (801 sales) for the corre- 
sponding period in the previous year. 
For further information, write to 
A. A. Morrison, Superintendent of 
Sales Promotion, The Dominion Life 
Assurance Co., Waterloo, Ontario, 
Canada. 


Get Ready for Christmas 


For samples of stock Christmas 
cards and sales bulletins, write to 
Carr Speirs Co., Stamford, Conn. 


Free Layout Service for Tags 


The National Tag Co., specialists 
in “selling’’ tags and labels, will send 
you suggested designs for new tags, 
or improvements in your present tags 

at no obligation. Just write to Rob- 
ert L. Hime, The National ‘Tag Co., 
322 South Patterson Blvd., Dayton 
5, a 


Four-Color Printing Direct 

From Black and White Photo 
New four-color printing process 

eliminates need for transparencies, 

Kodachromes, color separation or en 
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gravings—works directly from a sim- 
ple $7 black and white photo. Results 
are excellent. For samples and in- 
formation, contact Ed Miller, Iro- 
quois Printing Corp., 310 E. 22nd 


St., New York, N. Y. 


New Horizons in Die-Cutting 


—— Cut-Outs, 34 Hubert 
New York, N. Y., will send you 
thought: provoking samples of inge 
nious cut-outs that increase the im 
pact of mailing pieces, point-of-pur 
chase materials, et: 


Change Photo Into Line Drawing 


‘““Tone-Line”’ process permits you 
to change photo into line drawing 
simply and inexpensively. Write to 
Warwick ‘lypographers, 920 Wash 
ington Ave., St. Louis 1, Mo., for 
details. 


’ ‘ 
A GREAT 
. . ° ‘ ‘ ’ 
Viewer for Strip Film yt MEANS OF 
Although there are many slide ; GF . sal : 
viewers on the market, there is a need y COM MUN 1( ‘A | 1( yN 
for a film strip viewer for those occa 
sions when you’re making a presenta 
tion to one or two people and ‘it isn’t 
practical to set up projector and screen. 4 Mi O K t + l G | A L y 
Such a viewer has been perfected and 
sells for $17.85. For literature, write 
to David W. Leake, Aljac Produc 


tions, Inc., 107 N. Longbeach Ave., ala 
l'reeport, N. Y to get replies. 


Smoke signals enabled the American Indian to send messages 


and receive replies. Today. it takes more than rings of smoke 


Reply-O Letter speaks the language of direct mail success. It 
shoots ideas at your markets straight-as-an-arrow—and come 
Plastic Zippalopes to back with a 30% to 40% greater return 
Match Your Trademark 

Leadiog s Sasi fe And Reply-O-Letter, with its built-in reply card, is more 
Cal lanutfacturer o ose 

handy plastic zipper envelopes will economical than processed letters or multigraphed, filled-in 
reproduce your logo, package, etc., in letters ... costs a bare 10% more in the mail than a printed 
color on the inside or outside of the letter. Signed, sealed and delivered, Reply-O-Letter outpes 

| | 

envelope. Makes a fine walking ad 
and conversation piece in the hands 
of your salesmen. Ask Lou Kave Part and parcel of our complete direct mail package is a 
Sloves Mechanical Binding Co., 601 creative team of writers and artists who interpret your idea 
W. 26th St., New York 1, N.Y. 


for further information 


forms them all. 


into power-packed direct mail. There is no charge for this 
help. But naturally, it can be offered only to those who can 
use direct mail in reasonable quantities 


POGRUDER CRUDE REOUEEEERDED AE ERTEREEETEEEEOEEEEEE Our free new booklet, “The 3 R’s of 

@ SALES PROMOTION IDEA FILE opie Mail” points the way Write for 

is a review of sales-producing tools m today. 

and ideas designed to stimulate the cZ¥ 


thinking of sales-minded executives. 
Contributions to this column and 


questions about advertising, sales = - 

promotion or marketing problems R E P LY oO L E T T E R 
should be addressed to Larry 7 Central Park West 

Schwartz, ¢/o SALES MANAGE. ee peor 

MENT, 386 Fourth Ave., New York New York 23, New York 

16. 
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This is The Saturday Evening Post’s 
first POST ff INFLUENTIALS 
quarterly report, July through Sept, 1957 


POSTS THIRD QUARTER 
60 PAGES FATTER 
AND $3,185,000 RICHER 
THAN LAST YEAR'S! 


The POST#V INFLUENTIAL talks ! THE INFLUENTIAL is a man 
so Ses mt sma = te a is awoman..is a plural? 


See re POST W wr vemria: 
me 


oon ee PORT PL UG EET A 
EEE In. | Peeteraead denatension SS. 


59—fifty-nine new advertisers are in The Saturday 


Evening Post this quarter! 


POST-INFLUENTIALS (step up closer, friends ) are the big wens 
some ave! 
further 


attraction. than others 


These P.1.s are the ad man’s best friends. Reach them. 
and they start broadcasting your message like a tomtom 


beater with St. Vitus’ dance. 


Politz has proved it—8 out of 10 Post readers recom- 


mend or talk about the things they read in the Post. 


They believe. They buy. They become bellwethers for 
your product where they live and work and play. (Post 


influence moves sideways—on every income level. ) 


The big talk in advertising today is this word - of - 
mouth plus in The Saturday Evening Post. And there 


are even more mouths now—with all September issues 


estimated at over 5.400.000 circulation. 


Come on in—the selling’s fine! 


ROEM Sell the POST ff INFLUENTIALS 
MUSES -they tell the others! 


A CURTIO MAGATING 
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WORTH WRITING FOR.. 


Detroit Food Picture 
I his t idy Interurbia 


has changed Detroit food marketing. 
I he movement ot 


shows how 


manutlacturing 
plant and people from the Central 
Cit has 


er ' es 


caused food marketing ex 
i to revamp thei: approa h to 
elling problems and, in many ways 
has already brought about significant 
hanges in distribution and advertising 
techn ques The Central City of De 
troit now accounts for only 40% of 
the Detroit markets’ total retail food 
ale lhe outside area represent the 
other 600. Fifty-nine percent of the 
major chain super markets are located 
outside the Central City and 90 
of the units under construction 
are u ‘The K roger chain, for 
example 
Michigan 
be outside Detroit. For your copy ot 
Food Marketing Data from Ameri 
ca’s Motor | mpire " write to ( scorge 
W. Nelson Advertising Director, 
Detroit Free Press Detroit Mich 


plans 80 new store in 
nearly all of which will 


Liquor Imports Increase 


‘Total imports of distilled spirit 
nto the United States increased by 
12.6% and total apparent consump 
tion of imports by 10.9%, according 
analysis by Clark Gavin Asso 
The report shows changes in 
between 
ind 1956 for the 46 “wet 
plus the District of Columbia 


It points to a truly national market” 


ind con umption 


he ng established by imported 

brands, especially for Scotch 

ind Canadian whiskies. A copy of 
The Market for Imported Distilled 

pirits—1956 vs, 1955” may be ob 

tained from Harry ‘Thompson, Di 
rector of Promotion, Newsweek, 152 


W. 42nd St., New York, N. ¥ 


Consumer Credit 
of the ninth National 
redit ¢ 
ine Administ: ition 


ol Den er, was the host 


nierence Lhe 


conterence lhe theme Was 
Credit Prob 


broad questions and 


Consumer 
Lhree 

bd on were presented 

growth ofr con 

me debt ind 


losely 


cently con pleted five 


Money operations 


which Wal related to the re 
volume study ot 
installment redit by the 


Board of Governors of the Federal 


consume! 


100 


Reserve System; the changing con 
sumer attitudes toward buying and 
borrowing; important elements of 
credit education. Papers 
presented included Consumer Install 
ment Credit by Governor A. L. 
Mills, Jr.; Leadership in Consumer 
Credit by Dr. Alonzo B. May; The 
Influence of Money Markets on Sup 
ply and Costs of Consumer Credit 
by Dr. Elroy Nelson; How Well Do 
We Know Our American People? by 
Otto C. Lorenz; Consumer Credit 
Education “Today: Improving the 
Understanding of the Adult Popula 
tion in the Use of Consumer Credit 
by Dr. Henry I. Kester; Are the 
Secondary Schools Giving Any Con 
sumer Credit Information? by Marie 
Robinson ; Ways of Assisting College 
‘Teachers to Present Consumer Credit 
Problems More Effectively to Stu 
dents by Dr. Ramon P. Heimrl; The 
Future by Dr. T. H. Cutler. Copies 
of “Current Consumer Credit Prob 
lems ($1 a copy) may be obtained 
from Dean T. H. Cutler, College of 
Business Administration, University 
of Denver, 1445 Cleveland Place, 
Denver Colo 


consumer 


Charlotte, N. C. 


\ccording to this new marketing 
tudy, it has the largest Retail ‘Trad 
ing Zone, exclusive of City Zone, in 
the South. Out-of-county customers 
from its Retail ‘Trading Zone alone 
31.30% of Mechlenburg 
County’s total retail sales volume. Its 
\letropolitan Area ranks sixth in the 
nation in retail sales per family. Data 
I:ffective Buying 
Per Capita EBI and retail 


sales; number of retail outlets and 


account tor 


include population ; 
Income ; 


wholesale 
sales; number of manufacturing es 


wholesale establishments ; 


tablishments; per capita retail sales 
n Charlotte; primary market—20 
counties in North and South Caro 
lina; secondary market 
Copies ot Charlotte Market of 
\lajesty’’ are available from David 
I. Henes, Promotion Manager, The 
Charlotte Observer, Charlotte, N.C 


17 counties. 


Dallas Southwest 


\ map which covers 6 1/3 states 


with Dallas 


tribution center. It includes popula 


as geographic and dis 


tion for counties and cities; total re 


tail sales volume by counties; 100 


mile radii circles from Dallas; sum 


mary market information by radii 


within the Dallas Southwest. A busi 
ness data sheet presents tabulations 
for each of 610 counties within the 
6 1/3 state area; shows largest cit) 
in each county; 1940, 1950, 1956 
population; 1939, 1948, 1954, 1955 
retail sales; 1939, 1948, 1954 whole 
sale sales; 1947, 1954 manufacturing 
employment; 1939, 1948, 1955 Ef 
fective Buying Income; 1954 farn 
income. For copies of “The Dallas 
Southwest: 1957” and ‘Business 
Data Sheet” write to Thomas W. 
Finney, Manager, Industrial Depart 
ment, Dallas Chamber of Commerce, 
1101 Commerce St., Dallas, Tex. 


The Beverage Industry 


According to this report, wine con 
sumption in the United States reached 
an all-time high in 1956: 146,682,000 
gallons, 3.7% over the 1955 total 
and a gain of 20.7% over the 1951 
total. Per capita wine consumption, 
too, is on the rise, although at a 
slower rate. Data include: wine con- 
sumption by states (in gallons), 1956, 
1955, 1951; per capita wine consump- 
tion by states (in gallons) for the 
same years ; wine entering distribution 
channels (in gallons) 1951-1956; 
tax-paid withdrawals of domestic 
wine (in gallons), January-April 
1957 vs. January-April 1956; beer 
sales. Copies of “Beverage Industry 
Trends” may be obtained from Karl 
Moore, Sales Promotion Director, 
True, the Man’s Magazine, 67 W. 
44th St., New York 36, N. Y. 


Philadelphia Trading Area 


By stating market values in 56 
easily visualized capsules, this 96-page 
market data book will help marketing 
executives to align sales and distribu 
tion territories and evaluate the mar 
ket for efficient advertising coverage. 
It assigns basic information to each 
section of the market. Population, 
housing and business data are co 
ordinated within each segment, to 
gether with a descriptive summary 
and current estimates of population 
and housing. Principal business dis 
tricts and employment centers are 
listed in each segment and indicated 
on a series of maps. The more popu 
lous counties are divided into several 
sections with individual data totals. 
All figures are summarized at the 
county level, with summaries of retail 
and wholesale trade, services and 
manufactures, “The Delaware Valley 
Market” sells for $5 a copy. Write 
to Leonard E. Bach, General Pro 
motion Manager, The Philadelphia 
Inquirer, Philadelphia, Pa. 
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*In case you haven't met these three 
media experts before: Hi stands for high 
acceptance; Brod for broad market 

age and Lo for low cost. They all apply 
of course, to the Post-Gazette. Why not 
put them to work for you! 


How Soon is Late? 


Early comer or late arrival, your sales effort will always get results when 
you use the right approach to America’s 8th Market. Pittsburgh’s 3 million 
consumers spending $3% billion at retail annually is the reason. And the 
sure-fire method is to build sales with the Post-Gazette’s high acceptance, 
broad coverage and low cost—as so many other advertisers do. Just try 


it—and find out why... 


YES! GomeM“eg HAS Hafyoaed, in, Pitaterghe! 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


OCTOBER 


THE LIQUOR STORE THAT DISPLAYS THIS SEAL FEATURES 
THESE PRODUCTS TO SIMPLIFY YOUR GIFT PLANNING * 


For the Top of Your List 
Personalized Old Forester 


Entirely redesigned bottle and 
label, with recipient's own 
name imprinted. Matching pre 


sentation box for extra prestige 


a 


SAE EP ETS 


‘| 


America’s Most Desired Gift 
Bourbon in Its 1957 Decanter 


bonded 
Old Forester, repeatedly cho 


Famous registered 


sen as favorite gift whisky in 


independent business surveys 


Same Fine Old Forester 
in Handsome Gift Wrap 


New in convenience, old in 
prestige. Brand name remov 
able. Gift wrap or decanter 


same price as regular fifth 


SALES MANAGEMENT 


om La Brown-Forman’s new Business Gift Service helps your 
buses local retailer to provide large and small firms with 
euiara the utmost convenience in prestige gift selection. 

ft > Look for this emblem in your pre-holiday gift planning. 


Kentucky's Favorite Straight For the Extra Special Gift Old Forester + Kentucky Straight 
Gift Wrapped Early Times Early Times in Holiday Case SOUTH Varany eanaenes 1 Sane 


100 Proof « Brown-Forman Distiller 
America’s best recommended Twelve fifths of the same wel Corp. « At louisville in Kentucky 
straight, festively wrapped come Early Times, in special Early Times « Kentucky Straight 


: Bourbo hisky » 86 Proof 
Your choice of three different Christmas case. Ideal for en- SUTTON Ve ae ; 


Far y Times Dist Nery Co 


holiday color combinations tertaining, as well as giving ouisville 1. Kentuck 
ad y 
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2nd of a series about the Father of Waters .. . Divider of Markets 


“CARAMBA! | wonder 
where that river goes?” 


Right a St. Paul and Minneapolis, that’s where! 


150 years ago, from the decks of their explor Paul and Minneapolis—-splitting these two giant 
ing galleons, daring Spanish sailors first laid eyes markets almost down the middle. 


on the mouth of the mighty Mississippi and c a 
PI The 516,300 people on the St. Paul side of 


the Father of Waters do more than just live 

Today we all know. Originating in northern here. They spend their money here, too . . . 603 
Minnesota, it sweeps south —right in between St million dollars worth every year. What's more. 
their buying guide is the one and ONLY news 


no doubt wondered where this river came from 


paper to cover every prosperous inch of the St 
Paul market*—-the St. Paul Dispatch-Pioneer Press 
NO OTHER NEWSPAPER more than. scratches 


TODAY ... it's a market of Bh: vvulsion surtece 


There's no getting around it. If you want to 


~ make a big advertising splash on the St. Paul side 
, of the Mississippi, you need the Dispatch-Pioneer 
"Press! 

, * 


16,300 people and 603 million retail FAMILY COVERAGE aie 


dollars add up to a giant market!* And (Ramey, Doktota end 

that’s just exactly what you have on the Wemingron § Counties) 73.7% 
St. Paul side of the mighty Mississippi! 
But you'll miss it almost completely un 44.9% 

less your advertising message appears in ST. PAUL DISPATCH 
the ONE AND ONLY newspaper offer PIONEER PRESS 
ing you SATURATION COVERAGE of 

every inch of this big-income, big : CY waits 
spending market the St. Paul MORNING EVENING SUNDAY 

Dispate h-Pioneeer Press! Source: Families, Sales Management Dispatch-Pioneer Press—A BC —3/31/57 


Survey of Buying Power—5/10/57 Other T. C. Dailies—A BC —3/31/57 


st. ft. PAUL 
D 5 § PATC H REPRESENTATIVES 
RIDDER-JOHNS, INC. 


7 Sy er RiDOEtER NEWSPAPER NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO . LOS ANGELES 
PIONEER PRESS: 73 oncecs 
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A Spot Check on: 


Who's Repeating Print Ads—and Why 


* on ‘Apparatus ads are planned to run at least three times’ 


Jones & Lamson: "We often repeat ads—but not to save money" 


B. F. Goodrich: "There is no reason why the ad must change” 


American Optical: 'We find this can be done without loss” 


y* Four Roses: ‘Handled well, repetition builds a cumulative effect" 


It’s an old American tradition to books filled, salesmen stick to them. Here’s the cost breakdown on the 
throw away things before they have he answers only become obsolete original advertisement : 
really been used up. If it’s old—get when they don’t satisfy the st 
se¢ ip ( +84 ao s STY que LOS Artwork, retouching 
rid of it, no matter how much wear Many companies use this same Qo 7 
photostats >» JIU 
is lett. philosophy when it comes to. print 
Nluch of your job as a sales ex advertising. If the advertisement pulls Original plates 
) { ) 
ecutive is to create this psychological repeat it. (2 color) . $154.9 
obsolescence in the minds of con In 1949, Jones & Lamson Ma 3 sets blocked electro $ 63.71 
sumers. chine Co., Springfield, Vt., created a & Pp »? OR 
t I Is > 
Sut you also know that your sales turret lathe advertisement. It has run Composition ¢ “ 
men don’t discard a good sal¢s talk over 100 times without change ever 35 reprints $ 24.74 
just because it’s been repeated for since (except tor a signature format 845 | 5 
ti > ) 
some time. As long as a certain com once) in many metal working busi — 
bination of words keep those order ness papers. Has it paid? See page 106 


How to Get the Most Out of Repeat Ads—The I.C.S. Way 

Probably the patriarch of the repeat advertisement it is given a “cooling off period” of three to four 
users is the International Correspondence Schools, months. 
Scranton, Pa. In the 65-year history of 1.C.S. adver- 
tising, thousands of 1.C.S. advertisements have been 
repeated—many covering periods of 10 years or more. 

1.C.S. places more than 1,000 magazine insertions 
each year. T. C. McDermott, director, advertising and 3. No one type of advertising or approach is more 
sales promotion, says: 
conducive to good repeat performance than an 
other. An 1.C.8S. advertisement featuring the 


2. Repeating is no guarantee of equivalent per 
formance, The position of the advertisement in 
the magazine and the time of year are extremely 
important factors that affect performance. 


“Economically, at least, it would be impossible to 
fill each of these insertions with new copy. The 


promotion-ridden Arthur Godfrey had one of the 

backbone of 1|.C.S. advertising is ... the ad that 
longest, most successful runs in 1.C.S. history. 

has proved itself time after time. Currently, there are 
approximately 30 such ‘winners of record’ in the 4. A good advertisement can be repeated as many 
1.C.S. ‘stable.’ One of these dates back to 1947.” as 20 to 30 times, and over a period of five to 
Over the years, |.C.S. and McDermott have evolved 10 years, before it can be considered worn out. 
these general principles governing the repeating of 5. Human nature never changes, but fashions and 
advertisements: advertising techniques do. Often a face-lifting is 

1. A repeated advertisement is most effective when all that is needed to rejuvenate an old ad. 
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Jordan DD. Wood, J & L’s man 
ager of advertising, chased down one 
nquiry (the average is four for each 
nsertion). ‘The advertisement had 
brought a $15,000 order. 

ays Wood: ‘We often repeat ads 

but not to save money. If it per 
orm t may repeat. If not, it 
doesn t 

Jones & Lamson found it had 
tory which sold; so it has repeated 
the same story. Some company’s have 
different or changing stories to tell; 
but tell each one with the same for 
mat or theme 

In 19 Columbia 


Bridgeport, Conn 


Re ords 


began a Campaign 


theme, “The Sound of 
Format was a large candid 
shot of the featured artist with two 
small blocks of copy and a signature 
underneath. Columbia stuck with this 
format for two years. Then in Jan- 
uary of this year, as other record com- 
panies were exhibiting a fondness for 
that steady format, Columbia pulled 
a switch, 


with the 


Cyenius. 


The term, “Ihe Sound of Genius,” 
has been retained but the format has 
been altered. This new repeated for 
mat presents anywhere from three to 
ix or more artists in the same ad- 
ertisement with alternating black & 
white, column-width panels devoted 


The Elli 


vivantage It « 
Lunt respect hold 


prsve lrev lenge ne il 
customer 


unize you! iles presentation 


please Poday 


Indianapolis 4, Indiana 


necrest thing we know of 


to AUTOMATION in selling! 


CO )rpanizer 


Here at last is organized 


selling at its peak! 


ORGANIZER bag ends 
dela ind “lost item lt peed 


fumbling Write today for full 


each call 
Keeps it own inventory rive you 
ommands in 
interest 
with every 


tng literally “at your fingertips 


CHEM is COMPANY, INC. 


Dept. 5M10-57, 134 S. Pennsylvania St 


Makers of sales tools carried by 


Star Salesmen Coast to Coast. 


information on order 
ing speeial cases. Our 
i distinet data sheets on stand 

d cases make it easy 
for you to sketch spe 
or eval « +. We welcome 
on any 


easonable quantity 


Write u 


QUALITY 


to each artist. Candid photos on the 
top of the layout show a wide variety 
of musical styles. Composer-con- 
ductor Leonard Bernstein may be fea- 
tured next to blues singer Jimmy 
Rushing; jazz pianist Erroll Garner 
beside the elegant Noel Coward. 

Columbia's objective back in 1955 
(and it’s still being fulfilled by re- 
peat format and theme advertising) 
was a ‘‘stable, dignified campaign that 
would accumulate, along with the in 
dividual sales promotions for new 
releases, a sense of label conscious 
ness,” 

Westinghouse Electric Corp. 
Pittsburgh, has “had a policy for 
years regarding the repeating of ad 
vertising in the industrial publica 
tions,’ according to S$. G. Symons, 
manager of media. He says: ‘‘Most 
of our apparatus ads are planned to 
run at least three times and we have 
found that in readership studies, we 
frequently receive higher ratings on 
the reruns than on the first appear 
ance, 


Variations on a Theme 

Renault of France, producer of the 
Renault Dauphine car, believes varia 
tions on a theme is its best bet to sell 
more in the growing foreign car mar 
ket. Basic layout of the Dauphine ad 
vertisements is the same with varied 
headline, photo inset and copy dif- 
ferences. ‘These advertisements have 
run (two color) in national maga 
zines such as Newsweek, Holiday, 
Esquire, and Playboy. Black and 
white adaptations were placed in New 
York newspapers and the same mate- 
rial has been given to Renault dealers 
throughout the country for their own 
use, 

Johns-Manville Sales Corp., New 
York, N. Y., according to Reginald 
L,. Johnson, vice-president, director of 
advertising, has “frequently repeated 
advertisements, especially in the trade 
and technical press where preparation 
costs are so high in comparison with 
the cost of space, 

“As far as we can tell, the reade1 
ship is about as high the second time 
as the original insertion. Naturally, 
we only repeat an ad which we have 
reason to believe is a good one.”’ 

American Optical Co., Buffalo, 
N. Y., repeats both trade and can 
sumer advertisements. H. P. Brigham, 
manager of advertising, reports ‘“‘we 
frequently 
stantly 


I might say, almost con 
repeat certain ads, both in 
our professional journal advertising 
and our consumer advertising on out 
Schiaparelli line. We find this can be 
done without any loss of effectiveness, 
so far as we know, and ata great 
saving in art and mechanical costs.” 
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Ihe Lamson & Sessions Co., Cleve 
land, O., machine products manufac 
turer, is another “if it’s a good mes 
sage, keep it alive’ Lynn 
Schnoor, advertising and sales pro 
motion manager would be 
safe to say that we have always re 
peated about 50% of our ads. ( Latest 
Brad Vern Reports figures credit 
L & S with 66 advertising pages in 
29 magazines for the first four months 
of 1956.) 

“This year the percentage is con 
siderably higher. We find that 
it is quite worthwhile to repeat a 
good ad and some of our currently 
scheduled ads are two years old.” 

For eight years, Revere Copper and 
Brass, Inc., New York, N. Y., has 
repeated its Motion” 
theme ; different case histories are told 
within the format. The cam 
paign has proved so successful that 
Revere considers it trade 
mark. 

Recently the company took 20 ot 
these advertisements and incorporated 
them into a booklet with a place on 
the cover for a salesman’s calling card. 

B. F. Co., Akron, O 
also “repeating ads that 
score well in continuing advertising 
surveys conducted for the company,” 
says H. W. Maxson, director of pub 
lic relations. 


advocate. 


Says it 


“Business in 
same 


almost a 


(jsoodri« h 
believes in 


“We are constantly repeating ads 
and have done so for many years... . 
The kinds of ads that best lend them 
selves to repeating are those that de 
scribe products, or selling features of 
products. Since these selling features 
usually don’t change from month to 
month there is no reason why the ad 
must change. 1 


Fifteen in a Row 


For the fifteenth time, Four Roses 
Distillers Co., New York, N. Y., this 
year engaged in its summertime “Ice 
Cake Campaign,” jn print media and 
sales promotion. 

This is the most popular 
and imitated repeated themes in ad 
vertising, in the opinion of Chris W. 
Carriuolo, 


one ot 


Roses national sales 
“there 
who say it 


Four 


promotion manager. He says 
are millions of consumers 
wouldn't seem without 
Rose ake of ice. 
advertisements were 


Life,’ Look, and The 


New Yorker and adapted as news 


like summer 
the famous Four 
Ice Cake 
scheduled in 
paper advertisements tor publication 
In Major papers nationally. 
Handled 


repetition builds a 


Carriuolo 
effec f 


other 


well says 
umulative 
which can be 
Handled 


be a deadly 


attained in no 
badly 
and a deadly promo 

The End 


way. repetition can 
bore 
tion agent.’ 
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9 
she’s a rand oa 


» 


ACB CAN DO A BETTER JOB We doff our hat 


on many, many tasks to Miss Friday 


your very efficient secretary. 


But our gallantry ends when it comes to such things as newspaper 


scrapbooks 


specified tearsheets 


. . paste-ups for salesmen. 


And you can be sure your Miss Friday will welcome it when ACB 


takes over these jobs 


orp ts 


Scrap book Service: 
You specify what newspaper 
advertising you want in scrap 
book, either your 
competitive and 


own or 
ACB will 
provide the ads and service 
them in compact 
scrap book, 


looseleaf 


which they handle 


Tear Sheet Service: 
Tear sheets are the basis of 
all research in newspaper ad 
ACB can 


tear sheets 


furnish 
containing ad 
vertising of any specified 
dealer or satlanel adver 
lising appearing in dailies! 


vertising 


80 expertly! 


Paste-Ups tor Salies- 
men: This service report 
the advertising in pecihed 
lo alities for your salesmen 
and gives them basic fact 
and visual evidence of such 
advertising. Encourage more 
dealer cooperation 


Additional Services: || additional services are available. Described in ACB ¢ atalog 
sent free on request, or contact nearest ACB office 


A, 


New York (16) 79 Madison Ave 
20 South Third St 


“The Advertising Checking Bureau, Inc. 
* Chicago (3) 164. Michigan Ave 
* Memphis (3) 16) Jeflerson Ave. + Sam Framcisce (5) 5) First St. 


Columbus (| 5) 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 
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CHECK CHILTON 


If you sell the metalworking industry 


SALES MANAGEMENT 


... you can sell best in 


The IRON AGE 


. serving America’s tremendous and ever-grow 
ing metalworking and metal producing industry. 
The only publication in the industry entitled to 
fast “newspaper” delivery, The Iron Age keeps 
key metalworking executives constantly informed 
on industry developments, engineering and pro 
duction trends, markets and prices. Its editorial 
appeal is horizontal —of interest to administration, 
engineering-production, and purchasing execu 
tives. It offers readers more than 3600 pages of 
metalworking news and features each year, pains 
takingly gathered, evaluated and presented by 
specialists in 16 major news areas and by a staff of 
20 full-time, topflight editors. With a fast-in 


creasing circulation that is now more than 50,000, 


F 
UNdryme,, 


Alte, 


it covers the 20,000 metalworking plants having 
20 or more plant employees—97°; of the nation’s 
buying power in that field. It blankets every im 
portant segment of the metalworking industry, 


8 
‘9 Marke; 


with heavy concentration among key buyers and 


specifying executives 


cu) ® cu) 


The Lron Age is published by Chilton Company, one of the most diversified 
publishers of trade and industrial magazines in the country —a company with 
the resources and experience needed to make each of 15 publications outstand 
ing in its field. In keeping with Chilton policy, the experienced and competent 
staff of The [ron Age devotes full time to the field the publication covers, striv 
ing for editorial excellence and strict quality control of circulation. In achieving 
both objectives, it has earned the confidence of readers and advertisers alike. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


Si fs CHILTON PUBLICATIONS: Department Store Economist+The Lron Age « Motor Age 
|“ Spectator «+ Automotive Industries « Boot and Shoe Recorder « Commercial Car Journal 
; Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone « Hardware Age 
£ Optical Journal « Hardware World « Gas + Distribution Age + Chilton Book Division 
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Weather Bureau Eager, 
But Business Wants Fancier Goods 
Than Meteorologists Have in Stock 


One man’s freeze-up or heat-wave bonus is another man's 
disaster. Weather makes or breaks sales for thousands of 
companies. Scientists and business men alike yearn for the 


day of more accurate and longer-range forecasts. 


loda 


| 
0 t¢ I 


eather Bureau ire 


i 
VW 
ro le lo a weatherman, this j 
nark of 


sureau 


success. It shows that the 
0) good that people expect 
mprovement, 

At one extreme is a 
Could the Bureau fore 
ast how much and in what direction 
the weather will depart from normal 
between 1960 and 1977? With that 
nformation, time could be spent more 
isefully by the designers who will 
ketch the appliances that have not 
et been invented 


request Dy 
I I igidaire 


[he other extreme is exemplified by 
Keach afternoon 
t needs to know the next day’s weath 
er between 11:30 A.M. and 2 P.M 


Rain draws the sandwich trade trom 


i large restaurant 


the building upstairs but keeps away 
those who walk blocks for the meat 
dishes 


ertising on 


based according to the ad 


century old family 
recipes 


Between such extremes lies the 


‘Thirty-Day 
fered to subscribers at 


Bureau's Outlook, of- 
$4.80 a year 
and published ‘‘on or about” the first 
and fifteenth of each month. It pro 
vides neither the long term forecasts 
for which production departments 
yearn nor the precise hour-by-hour 
charts that would tell a ball park 
concessionaire how to divide his ante 
between hot dogs and cold drinks. If 
the Weather Bureau were a private 
company, the Outlook might be mis 
taken for bait advertising. After seven 
years of publication, it excites won 
der. Businessmen who ask about it 
are often advised that what they 
really need is one of the 
other should there be 
nothing in stock, to consult a private 
meteorologist. Each issue warns: 
“The Outlook will be most use 
ful when interpreted and applied by 
an expert. In any case, it should be 
kept in mind that nearly always there 
are changes in the weather every few 
days, 


Bureau's 
services ofr, 


sometimes of a 
severe nature,” 


sudden and 


EPARTMENT OF COMMERCE 


WEATHER 


BUREA 


MUCH BELOW 
| NORMAL 


For all of the Bureau’s cautions, 
the Outlook 4.000 
companies and most of 


around 
individuals, 
them repeat subscribers. Salesmen of 
such 


serves 


products as air-conditioners 
quote it superfluously to their cus- 
tomers; bottlers furnish copies to the 
soft drink companies they supply. 
U.S. News and World Report sev 
eral years ago started to publish it 
regularly and quickly was copied by 
publications in the construction, road 
building, retailing, agricultural and 
other fields. Some grain speculators 
swear that it often prompts their 
buying and selling orders. 

The cover of the four-page Out 
look shows two maps of the United 
States, one of which pictures tem 
perature and the other precipitation. 
On the temperature map are five 
shadings, each as if swept out by a 
wide brush leaving incredibly smooth 
boundaries between zones: ‘Much 
Above Normal,” ‘Above Normal,” 
“Near Normal,” “Below Normal,” 
“Much Below Normal.” The rain 
map, in turn, shades in “Heavy,” 
“Moderate,” “Light.” 

The back page makes the vague 
captions precise, “too precise,’ ac- 
cording to a weatherman, “to be- 
lieve.”’ Beside each city is the average 
temperature for the month and be- 
low this average four numbers, which 


NOT MANY BUSINESSES are as 
hazardous as weather forecasting. But 
the scientists are getting better all 
the time. When pressed, they say the 
30-day forecast, 60% of the time, is 
more accurate as a base from which 
to work than forecasts based merely 
on weather records. The Bureau 
muffed its July 1 forecast, but hit the 
mid:July to mid-August drought in the 
East right on the nose. 

Maps shown were issued September 
15. Here is the accompanying sum- 
mary: 

The Weather Bureau's 30-day outlook 
for the period mid-September to mid- 
October calis for temperatures to 
average above seasonal normals east 
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By JEROME SHOENFELD 


define the variations. ‘Uhus, the early 
July Outlook put the Chicago aver 
age at 74.6 and below that figure 
showed this array: 

0.9 d 

) 7 » 4 

Chicago was in the 

For that city Above”’ 
().5 the right-hand figure 
added to 74.6, te. 75.1, and ended 
with 2.4, the lower right-hand figure 
added to 74.6, i.e. 77.0 To estimate 
Below” or “Much Below” tempera 
tures, like calculations are made with 


Above” zone, 
started with 
upper 


the figures in the left-hand column. 
There is a duplicate explanation for 
rainfall, in this case giving two num 
bers: 3.65 on top and below it, 2.49 
Rain below 2.49 is Light, above 3.64 
Heavy and between Normal. 

No weatherman, in or out of the 
Bureau, considers these figures cer 
tain guides. They are the mere results 
of feeding numbers into computing 
machines. ‘Near Normal “Above 
Normal” and “Below Normal” are 
defined to comprise one fourth Cac h 
of the 
two extremes divide the remaining 
fourth. When the ranges turn out to 
be narrow, as they did for Chicago, 
the forecast is not trusted. Neither 
is reliance pla ed on the forecast for 
a city that is close to the edge of a 
temperature or a precipitation zone. 


recorded ten peratures ; the 


of the Appalachians with greatest de 
partures along the North and Middle 
Atlantic Coast. Below normal tem- 
peratures are expected to prevail from 
the lower Mississippi Valley and West 
ern Great Lakes Region westward to 
the Plateau States. In unspecified 
areas, near normal temperatures are 
in prospect, except for above normal 
along the West Coast. 

Precipitation is expected to exceed 
normal over the eastern third of the 
nation, but be subnormal west of the 
Continental Divide. About normal 
amounts are indicated in the central 
third of the country. By the time this 
issue reaches you, you can judge accu 
racy of this forecast for your own area 
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l hese strictures come not trom out- 
side critics, but from Bureau scien 
tists for whom longer term torecast 
ing IS a mission, 

A company seriously fitting its op 
erations to the weather doesn't use 
the Outlook alone. It might be in 
troducing a product electric blan 
kets, say—-whose sales depend on tem 
perature 

First, it must build a dealer o1 
ganization, with particular attention 
to areas with cold winters Both 
the Bureau and private practitioners 
advise reference not to torecasts, but 
to weather records, city by city. ‘The 
company probably would want aver 
age and minimum night time tem 
peratures during the sales season. Bu 
reau records for mayor cities go back 
for decades and there is enough IBNI 
equipment to supply highly specified 
requests quickly always at cost \ 
hired weather consultant does bette: 
than an amateur in deciding exactly 
what records to ask for. 


Forecast Can't Help Everyone 


Later, the manufacturer wants to 
know whether to build up and dis 
tribute stocks tor a mild or bitter 
winter, The Outlook tells him much 
but not enough, If it shows “Much 
Below” for cities where it’s normal 
to shiver, high production and dis 
tribution are indicated. But the fore 
cast 1s for only thirty days, and so 
does not help a company whose pro 
duction season starts, Say, in August 
and its selling season in November 

The Thirty Day Outlook is use 
less in placing day-to-day advertising 
because, as the Bureau emphasizes 
weather can change many times in 
thirty days and still fulfill the fore 


cast. But on Monday and ‘Thursday, 
the Bureau makes five-day forecasts, 
which ‘I'V and radio stations relay 
These with the familiar daily an 
nouncements advise window decora 
tors whether to display raincoat 
beac h ACCOCSSOTICS 

People want too many kinds of t 
formation about weather tor the B 
reau to give it to them directly. Mid 
dlemen are necessary \ local B 
reau man will answer a tew genera! 
questions but, pressed too often te 
too fine detail, will impatiently « 
plode, “Say, you should get your ow 
Somewhat more 
Washington ofhcials as 


letters which paraphrase that excla 


meteorologist @ 
mally, 


mation 

Weather troubles of milk on 
panies call for something beyond the 
brief Bureau forecasts lf a snow 
storm interrupts early morning de 


liveries accidents costing several 
thousands of dollars will occur, On 
the other hand, it is expensive to hire 
a dozen men to put chains on all the 
truck only to have them = drive 
through softly melting sleet 

\ hot Friday night keeps the Rock 
Creek truck 


busy for almost a week supplying the 


CGjingerale Company 


Washington area supermarkets. ‘Tem 
perature in the high eighties between 
8 P.M. and 10 P.M 


to buy by the case 


tells shopper 
rather than by 
carton or by carton rather than bot 
tle. It takes four or five days to re 
stock the stores. Even if the Outlook 
Normal,” Rock Creek 
keeps production high all summer. A 
Below Normal average can’t exclude 


SAYS Below 


a high ninety week-end 
would like 
timelier advice than the Bureau pro 


\ Irginia 


Local (Cjovernments 


vide tree Krom autoists 


DEPARTMENT OF COMMERCE 
WEATHER BUREA 


NOW IN 


ROANOKE 


and Western Virginia 


WDBJ-% 
gxttey ae 
— 


) 


followed by 


the EARLY SHOW 


Famous Feature Movies 


Monday through Friday 
4:00 to 6.05 P. M. 


Your Peters, Gritfin, Woodward 
“Colonel” can give you the full story con- 


cerning participations. Call him now! 


ROANOKE, 


Owned and operated by 
the Times-World Corp 
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ollects revenues which snow inte 
rupts. Washington, D. ¢ is alwa 
unprepared tor a snow-storm; more 


than once, snow has closed down the 


District CGjovernment and the Na 
tional Csovernment including the 
Weather Bureau's central ofhce. All 
summer police departments needed 


but didn’t buy 


ball weather forecasts. 


better tim ny ot base 
lhe air-conditioning industry nee 
vhat it wont get for several years 
June forecast for the whole 
ummer, Last vear, a hot June swittls 


an early 


which 
ooler summer months failed to dis 
tribute: the 


piled up dealers’ inventories 


same thing may have 
curred this year. Vhe Vhirty Da 
Qutlook, which everybody in the in 
dustry studies, guides reordering. ‘To 
know when to advertise, the dealers 
need five day forecasts more precise 


than those the Bureau furnishes. 
l hese do not say whether torrid da‘ 
time temperatures will be followed 
by retreshing evenings, in which case 
Neither do they foretell 


the three SUCCESSIVE 


no boom 
nights of insu 
terable heat that can clear out the 
stock. 

Some industries that are affected by 
little 
Krom the weather 


weather pay attention to it 
a doctor can tel! 


what his patients will complain about 


Drug manutacturers follow the sea 
Neither do the 


guide their purchases ot 


cold tablets and the 


sons but no more. 
drug chains 
antibiotics pre 
scribed tor flu by next week's weather. 

Several years ago, just after oe 
retary of Commerce Weeks, who was 
new to his office, cut the Weath 
er Bureau appropriation, hurricanes 
slashed into the New England coast. 
sorrowtully re 
attacked him. 
hen the signal system was vastly 


Warnings 


now. But such promptness irritates 


Fellow Bostonians 


proached or angrily 


improved, come earl 
the whole East Coast resort industry 
which loses patronage on many days 
while vaca 
tionists await the arrivals and de 


of good beach weather 
partures of storms. On the other 
hand, a scary warning raids the gro 
cery stores for candles and for canned 
goods not 


Py ivate 


dependent on treezers. 
practitioners are tempted to 
forecast for their own clientele the 
public forecasts by the Bureau 

Over the past several years busi 
ness has become more conscious, not 
of weather, but of fore asting. his 
awareness converges on the advertis 
Ing department ot a newspaper. In 
Washington, the Sunday classified 
sections carry pages of offers of se 
ond hand 


furniture, play-pens, baby 


Jim Parker, Advertising Manager of Beech-Nut Life Savers, Inc., 


makes the point: 


‘Using regions where its distribution is already established as a springboard, 
Beech-Nut Gum is making a national splash. Only SPOT RADIO gives the 
frequency required for such a tremendous job at such reasonable cost. 
To its extensive and continuing schedule in the top 50 markets, and to 
NBC Spot Sales’ radio stations in every 


market where they play a part, goes much 
of the credit for the overwheiming suc- 


NBCESPOT SALES 


cess of the Beech-Nut Gum campaign." 
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Carriages Carpets, vacuum cleaners 


‘The forecast of a rainy week-end 


raises volume: families with some 


thing to sell expect to be staying 
home. -I he papers keep more clerks 
downtown to take orders. In good 
weathe people househunt. Builders 
await the late afternoon forecast, be 
fore they decide whether to place 
tour or a single column ad. 

Companies that try seriously to out 
smartthe weather hire their own fore 
casters, sometimes as salaried em 
ployees and sometimes as free-lance 
consultants. <A personable weathe: 
man may not only forecast for his 
client but, with his diagrams and 
maps, put on a lively IV show for it 
to sponsor. If “IV becomes his main 
job, another weatherman must watch 
the signs. 

In Washington, Louis Allen As 
sociates, weather consultants, recom 
mend routes for steamers crossing the 
Atlantic 


sometimes the safest, sometimes. the 


sometimes the cheapest 


most comfortable. “lo avoid storms 
trans-Atlantic ships often take a well 
travelled southern route. Subject to 
Allen mMa\ 


plot one that goes through the ex 


radio-directed amendment 


pec ted storm area but skips the storm 
Keach midnight he delivers to the 
Washington Gas Light Co. an hour 
by hour temperature chart for the 
next twenty-four hours. At low tem 
peratures, a drop ot one more degree 
causes a substantial rise in the amount 


of gas used. 


Weather-sensitive Markets 
\ new 


one which combines weather and mar 
ket analysis. At present because few 
are adept at both, such work is done 


by groups. A beer company wanted 


profession is developing 


to analyze its sales I he weatherman 
hadn't the slightest idea of how te 
make sure that his results excluded 


factor 


other than weather price, et 
Lhe market- 
man couldn't ask sharp weather que 

tions. It didn't oc to him to chart 
not only temperatures but also both 


sharp and gradual 


tects of advertising, ete 


hanges lengths 
ot periods in which minima. staye 
high, and wind velocities. A good 
breeze can kill many a sale. 

Setween the Bureau and the pri 
ate operators, there is a kind of pr 
lite antagonism which both describe 
as ‘cooperation 1 he sSureau often 
tells companies to buy weather ad 
vice. Practitioners readily acknowl 
edge that without the Bureau, which 
supplies their data, they'd be sunk 
But some practitioners make claims 


the Bureau 


cant deliver such 


conving ed the \ 


one and twe 


) 
year forecasts. Practitioners, in turn 
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are irritated that the Bure: 
tinues to supply some mdustri 
the detailed advice they thi 
to be paid tor. 

13 agreements between the 
and the states of Calitornia 
Florida, citrus growers yet 
hour torecasts ot the sort utilities 


\ yrowe!l must protect his crop 
he can by heating the 


fields. An unlikely cold wave of se 
eral weeks would raise his fuel bill 


against Trost; 


above the ilue of the crop; two o 
three nights of () degree weather 
on the other hand, would be wort 
guarding against. Gsrowers get into 
mation sufficiently detailed for close 
calculation. Like advice | piven to 
cranberry growers in New Jersey 


Wisconsin, Michigan and other states 


Bureau Advises Cattlemen 


lo avoid weather that miglit 


sicken or kill their herds, cattle 
shippers must know when to ship 
and by what routes. The Bureau tell 
them. It helps the apple growers in 
the northwest ind tells hay tarmer 
when to cut. 

Private forecasters are jealous ot 
this business. But any Secretary ol 
Commerce who tried to suit then 
would call down upon himself. the 
most articulate and voluble voices in 
Congress and, in the end, would re 
The Weather Bu 
reau started as a branch of the De 
partment of \gri ulture. 


sume the services 


Ihe long term Torecasters, provid 
ing thirty day outlooks, experiment 
ing with seasonal ones, and, most 
important, conducting research that 
may tell the weather years in ad 
vance, have in common with day-to 
day torecasters little more than place 
on a payroll. One group consists of 
long hairs sionaries who write pa 
pers tor scientific journals; the oth 
of men who think of themselve i 
practi al 

The Outlook men resemble stock 
market chart readers In their own 
charts of planetary wind ind sola 
radiations, they, like market chartist 
look for patterns which they expe 
to repeat 


Finally 


and Ww“ h ( h do 


within the Bureau ire 


men trying to create a science o 
weather. To the weather they appl 
all the remotely relevant law ot 
physics which they translate inte 


computer code and whose effects the 
study. They are looking not tor 


more torecast or a serie of ther 


tor a theory of weather. If th 


find one, forecasting will 


Z vain in ac 


curacy and range what it lose f 


} 


drama. Some !saac Newton who doe 


! 
not wor! for the Bureau ma beat 


them to it The End 


*, 
f/ 


== Los Angeles 


IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF ALL” 


*E Building 

Suppliers & 
Contractors 
place 62.3% 
of ALL their 


S 


4, 


metropolitan 
newspaper 
advertising 
in The Times 


(Media Records, 
1st six months of 1957.) 


Building and construction indices 
in Los Angeles consistently show 
strong upward trends. Local sup 
pliers and contractors look to The 
Times to keep their business 
healthy. The bulk of their linage 
is in this one newspaper. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


I hi week 


down in the State of 
Virginia, a sizable number of men 
and women who feed people in the 
mass are participating in Professional 
Cookery Profit Clinics 

[hese events are sponsored by the 
Appalachian Electric Power Co. in 
collaboration with Hotpoimt and 
witt & Co, They've been going on 
all tiinimer 
load-builder tor — the 
POCrC 


a promotional activity planned to 


\ proven 


Omiimne re 


al cooking kilowatt 


Swift and Hotpoint 
/ Team Up To Stage 
Commercial Cookery 


Profit Clinics 


The events are sponsored locally by utilities. 
They provide idea opportunities to demonstrate 
to groups of key people concerned with pro- 
blems of mass feeding. This month there will be 
33 ''shows." Results are excellent. 


gather food service operators at 
former presentation 


a 
featuring enter 
taining and informative demonstra 
tions—and tollowed up with a hard 
hitting sales campaign. 

Hotpoint Commercial equipment 
Department has originated many suc 
cessful promotions of this type for 


presentation by utility companies: 


Restaurant Idea Roundup, Nos. I, 
Il, and III, the Mark 313 Open 
House, French Fry Fiestas, Fryarama, 
Pizza-Rama, each drawing large cus 


tomer audiences and resulting in ap 
preciable new load building for the 
utilities. 

Now Hotpoint, in cooperation with 
Swift & Co., has developed this new 
promotion for utility sponsorship. In 
a 10-city Ohio tour, almost 3,000 
members of the food service industry 
watched demonstrations of what Hot 
point calls “revolutionary _ ideas.”’ 
PCPC is literally a program with 
meat, devoted exclusively to meat. 
Swift & Co. experts present their new 


HOTPOINT’S TITLE, “Professional 
Cookery Profit Clinics”—or PCPC—is 
also turned into an impressive point 
by Swift. Here sales promotion man 
Rollie Line tells how customers can 
control Purchase, Preparation Por- 
tion, and Price by using the firm’s 
ready-cut frozen meats. 
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COOKERY CLINIC star Dean Skall, of Hotpoint, tells the TAKING A GOOD LOOK at the results of Skall’s culinary 


audience what to expect, then gives it to them. He demon efforts, the audience voices approval for the meat (in this 
strates cooking with Hotpoint commercial cooking equip case hamburgers) and the equipment. It can be assumed 
ment, using Swift meats. Shows are sponsored locally. that the men in the audience also liked model Ruth Ball 
line of precision-cut frozen meats Hotpoint’s Dean Skall worked Skall always stars in the stage 
and Hotpoint men demonstrate the three months with Swift's Rollie shows when high level. attendance 
latest techniques of meat cookery on Line, putting the road show together the order, but to aid distributors in 
modern, precision cooking machines lhe program is designed to give the their presentation, Hotpoint pro 
First indication to Hotpoint e» Swift men the chance to talk about ides them with a plan book devised 
ecutives that they should tie in with portion-cut meats and then the Hot so that he can put on his own show 
Swift came when that meat packer point man or team demonstrates their with the local Swift man 
produced a film for the restaurant cooking. All shows are sponsored by lhe Hotpoint Switt road show ha 
industry titled: “Controlling Costs the regional utility company in co become so popular that it | expecte | 
with Portion-Cut Meats.”’ Since the operation with local dealers. “They to have 33 play dates throughout 
research kitchen at Swift’s is equipped have an average audience of 200 October in IZ. states east of the 
with Hotpoint commercial cookery in made up of dietitians, school lunch Rockie 
stallations, the latter felt it “just had officials, inplant feeding executives 
to get into the act hotel, restaurant and hospital people (continued on page |16) 


GETTING THE TECHNIQUE (and a 
sales presentation) from Hotpoint and 
Swift representatives, these people 
learn many things they themselves 
will use later. Shows have an average 
audience of 200, made up of dietitians, 
school lunch officials, inplant feeding 
execs, restaurant and hospital people. 
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Cookery Profit Clinics 


(continued from page 115) 


HIGHLIGHT DEMONSTRATION is 
the “ice block test.” A block of ice is 
put atop a Hotpoint griddie; when it 
is removed, a full load of hamburgers 
is griddied at recommended time and 
temperature, Hotpoint says this test 
would put a gas griddie out of com 


mission quick. Hotpoint cooks ‘em. 


FOOD SERVICE OPERATORS regis 
ter and receive badges for the clinic 
from model Margaret Mitchell. The 
Hotpoint-Swift road show, sponsored 
by regional utility companies in coop- 
eration with Hotpoint dealers, has 
scheduled 33 playing dates this month 
in 12 states east of the rockies. 


TIME TO EAT: After watching the way Hotpoint’s Dean A STEAMING GRIDDLE spews steam alli over the stage 
Skalil cooks the Swift’s meat on the Hotpoint griddle, the as Skal!l removes the cake of ice in the “ice block test.” 
audience falls in line to give it a taste. 


Here an iceman, he next turns chef. 
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Use them for fast, Glddomidlic territory analysis 


$9999 
eeunsee Sites snenes 


By using only those cards conforming to your 
particular sales territories, you can conven- 
iently apply the May 10, 1957 SaLes MANAGE- 
MENT Survey of Buying Power to your own 
market areas. 


Market Statistics, Inc. will prepare these IBM 
analyses for you quickly. Or if you have your 
own IBM installation, you can prepare them 
automatically in your own office, as do over 
200 leading companies today. 

In addition to the factors shown above, many 
other specialized indexes are available on county 
cards; Index of Urban Demand (for styled 
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~ MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT MAGAZINE 
432 Fourth Avenue, New York 16, N.Y.—MU 4-3559 


merchandise ), Index of Office Equipment De- 
mand, Index of Resort Activity, Growth Factors 
(to isolate areas of rapid or slow growth) TV 
homes as of January 1, 1957, plus all major 
Census marketing benchmarks (age, distribu 
tions, etc.) 


It is only necessary to determine what factors 


(or combinations thereof) would reflect de 
mand for your product. If you have any ques- 
tions on this, you may without obligation 
consult with our staff for correlation studies 


of your own sales to isolate your key marketing 
factors. 


RED DOTS FOODS SALES MANAGER Howard J. Poeh tember 15) plastic potato chip dip trays. Red Dot has 


ling (above) is selling potato chip lovers on the idea of discovered that people buy more potato chips when they 
buying (4 for $1) thousands of his new (introduced Sep 


add a spread to the chip—and some one provides a tray. 


It's the Dip that Sells the Chip 


Which policies have helped Red Dot Foods, operating 
regionally, to grow into its claimed position of No. 3 in 
national sales: Chip dip tray? TV advertising? 4% of 


sales for advertising? Decentralized sales management? 


Red Dot Foods Sales Manage: to help sell potato chips, which a I hat would mean nearly a four mil 
Howard |. Poehling took a good look ount for 800, of Red Dot produ lion dollar increase since 1956, whe 
this week at the newest “gimmick tion \lso produced are Red Dor sales grossed $8,332,000 and placed 
a chip dip tray which he hopes will popcorn, caramel popcorn, salted nuts the Madison firm among the first 
push the of his firm's potato hoestring potatoes, “Krun-chees three in the industry. 
chips, even further into the eight pretzels and pork skins For ten years the company had 
digit cla Poehling introduced the Heretofore the tray has been a been in the multimillion dollar sales 

ay September 15, priced to the cor large two-piece polystyrene — plast bracket. ‘The total for 1946 was 
umer at four for a dollar dish tor the center of the table. But $2,620,449. In 1936, four years after 

The tra a mall pla tic disl President Viever | xecutive Vice the business began, sales total $204, 
that come black, flame red ot President William H. Lane, and 954. 
hart rewse var with a large se other members of the Red Dot man From seven sales routes in 193¢ 
tion for potato « ind a small agement team believe the smaller tray the operation had grown to 43 by 
well” tor tasty “dip” or sauce that is more practical for the hostess, who 1946. By 1956 Red Dot products 
Vi adam Hoste ‘rves with th must always worry about the afte: were sold on 176 routes and today 
hip math of crumbs and soiled table there are 202 routes throughout the 

In the past five years it’s the “dip loths that follow the party. midwest. 
that old the chip on many of the The smaller chip dip tray is one In its search for the “perfect po 
02 Red Dot routes, which cover the more link in a chain designed to pull tato” for slicing into chips, Red Dot 
midwest. Red Dot Foods, Inc., head the Red Dot potato chip sales well owns its own farms and grows one 
quartered in’ Madison, Wis., where over the $12,000,000 mark for 1957 third 
the business was started just 25 years 


ago by Fred and Kathryn Mevye Looking back on this 25th anniver 


has used the chip dip tray since 1952 By JAMES M. JOHNSTON sary year for the Red Dot business 


of all its potatoes on 15,000 


acres, 
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Meyer points out two sales promo 
tion policies that have been particu 
larly responsible for the nearly 600% 
increase in sales volume in the past 
decade: 


1. The fact that the firm jumped 
onto the television advertising band 
wagon right after 1950, when TV 
was a big factor in promoting the 
onsumption of potato chips. 

2. Promotion of the “chip-dip 
idea, which came into its own about 
five years ago. 

Before the 1950's the yearly sales 
curve for potato chips resembled a 
plateau with a high “mountain” in 
the middle, representing the summer 
picnic months. 

The summit might be the week in 
cluding Memorial Day, July 4, or 
Labor Day. Good picnic weather on 
all three days would produce a tri 
peaked “mountain.” But if rain would 
fall on all three holidays, the dark 
louds would assemble, once more, 
over the Red Dot's home office at 
Madison, where they often hovered 
during the firm’s infancy, only to 
vanish before the buoyant optimism 
of Fred and Kathryn Meyer and 
other Red Dot executives. 

‘Television, which had become 
ommon home entertainment in the 
midwest by 1950, brought with it the 
“TV snack.” That snack, of course 
could be popcorn, sandwiches, pea 
nuts, or anything else tasty. But 
Meyer and his aides took to the ‘TV 
set to make that “snack” potato chips 

With an advertising budget of 
roughly four per cent of its annual 
sales, Red Dot jumped into the spon 
sorship of T'V shows in the major 
markets. In Des Moines it sponsored 
a ““Teen-Time Talent Show” (on 
(KRNT-TV) and in Omaha on 
(WOW-TYV). In Indianapolis (on 
(WFBM-TYV) it sponsored “Junior 
Action.”” A Gene Autry show was 
sponsored in six markets. And in Mil 
waukee (on WIM | TV) a Jon 
Hall show, “‘Ramar of the Jungle’ 
appeared under Red Dot sponsorshiy 

Red Dot played “commercials’ 

a spectacular manner, too. A “‘clows 

named ‘lato, whose picture appear 
on most Red Dot potato chip boxes 
and bags, commuted between Mil 
waukee (on WIMI-TV) Chi ago 
(on WBKB) and Minneapolis (on 
WTCN-TV) where he would gi 


r 
f21\ 


spot commerc! ils for the chips. 

‘TV promotion thus managed +t 
boost the sales in the first six month 
»f the year, so the sales curve re 
sembled a much higher plateau, ru 
ning into the same summer peak 
But after Labor Day the sales curve 


kept on diving into the low plateau 
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ONE BILLION 


ONE HUNDRED 
SIXTY-NINE 
MILLION 


HITCH your SalesWagon 


to AKRON-AREA * 
with yust ONE medium 


*BIGGEST ONE-NEWSPAPER CITY IN THE U.S.A. 
There's more than tires rolling out of Akron, the world’s 

trucking capital. Chrysler, G.M. Euclid Div'n., Firestone, Goodrich, 
Goodyear, General, Sciberling, Mohawk are among the big 

names here in Ohio's most concentrated area of great industrial 
names. Diamond Match and Quaker Oats, the world’s largest 

fishing tackle factory and one of the largest producers of children’s 
books and of rubber toys are here, too. 


yj ae THE BOOM IS ON IN AKRON 
Z - Be sure YOU get your share! 


A $1,169,000,000 Market with 
COMPLETE Coverage Daily and 
Sunday with ONE Complete 
Newspaper 


ate 
Send for Your Copy 


TEN TOP BRANDS IN AKRON SURVEY 
A brand new Personal-Interview Survey 
by Dan E. Clark Il & Associates, Inc., 
reporting the 10 Top Brands in the 
home and on retailer's shelves, family 


and market statistics. It's yours free 


AKRON BEACON JOURNAL 


Ohio's Most Complete Newspaper 
STORY, BROOKS & FINLEY , Representatives 
JOHN SS. KNIGHT, Publisher 


A Frank Question to Management: 


Have you really put 
INCENTIVE 


Wn your incentive programs ? 


4 recent survey by Omega reveals that many com- 
panies are not realizing the full benefit of their 
Incentive Programs, They are still awarding mer- 
handise-prizes which are too quickly placed aside 
and forgotten 

In contrast, the many distinguished companies 
who regularly award Omega watches have discov- 
cred that these superb timepieces are welcomed by 
their recipients with a special enthusiasm and 
ense of achievement... particularly when the 
award is a modern self-winding Omega or a strik- 
ingly beautiful ladies’ gold or diamond-set creation. 

Why not plan to give the watch your favored 
employees prefer for themselves, the watch inter- 
nationally renowned as the official timepiece of 
the Olympic Games and holder of important 
accuracy records at leading observatories. 


Omega offers a complete engraving 
and trade-mark reproduction service, 
in quantities. Suitably inseribed, the 
award of an Omega has permanence 
and invaluable preatige 


Illustrated 
camaster Automatic $100 to $425 


THE WATCH THE WORLD HAS LEARNED TO TRU 


For free brochure on Omega Award Watches, priced from $75 to 
$1000, and details on how Omega and your local authorized Omega 
jeweler are prepared to assist you, mail this coupon to Award 
Watch Division, Omega, 655 Madison Avenue, New York 21, N. Y. 


COMPANY 

ADDRESS 

erry ZONE STATE 
INDIVIDUAL TITLE 


Estimated number of employees eligible for award watches 


But Red Dot stopped the plunge 
approximately five years ago when the 
firm took up the “chip-dip” idea, 
which the National Potato Chip In 
stitute had been promoting among 
food editors all over the nation. 

Popular at parties, “chip-dips’” im- 
mediately boosted the sales of potato 
chips. The dip is prepared either com 
mercially or by the hostess at home 
and poured into a bowl and eaten 
on regular chips, or on the less fragile 
“dip-chips.”’ 

‘The dairy industry and the makers 
of onion soup immediately became in- 
terested in merchandising the dip. 
The Milk Industry Foundation re 
ported late in 1956 that sales of sour 
cream, used in many popular dips, 
rose more than 11% in 27 market 
areas during the first nine months of 
1956. 

The “dip” tie-in lifted the sales 
plateau on the other side of the 
“mountain,” as potato chips with 
“dips’’ became more popular at post- 
football parties, and at other indoor 
functions in October, November and 
December. “The Christmas Holidays 
began to approach the summer holli 
days in potato chip sales volume. 

An allocation of $50,000 from the 
advertising budget has been made for 
promoting the smaller chip-dip tray. 
That will go for newspaper ‘adver 
tising, spot radio and “TV commer 
cials, store promotion and truck signs. 


Group Planning 

The firm’s advertising campaigns 
begin with a meeting of the Red Dot 
account executive of the Arthur 
‘Towle Agency, Sales Manager 
Poehling, executive — vice-president 
Lane, and eight divisional sales man 
agers. 

Poehling, who heads the sales force, 
came to Red Dot in 1945. He opened 
the La Crosse branch in 1946, and, 
after service at Mason City, and 
Cedar Rapids, Ia., and Rock Island, 
Ill., he came to the Madison home 
office in 1949 as assistant sales man 
ager. He has been sales manager in 
charge of operations since 1951 and 
later took over the merchandising 
function. 

Reporting to the divisional man 
agers are 31 area managers. They 
supervise the work of 75 branch man 
agers, who have truck routes in their 
cities, 

“The idea is to give these man 
agers instruction and authority, with 
in the limits of company policy, so 
they can make their own decisions out 
in the field,” says Poehling. ‘Sales 
management at Madison can thus be 
freed from detailed work and devote 
more time to planning, promotion 
and co-ordination.” 
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No. 1 IN CIRCULATION -— For the first nine months of 1957, 


Ladies’ Home Journal circulation will average an all-time high—over 5,450,000! * 
B 


No. 1 IN NEWSSTAND SALES—At the newsstands, 
the Journal continues to outsell—and by a wide margin— 
all other magazines edited for women. 


No. 1 IN ADVERTISING REVENUE-— For the first nine months of 1957, 
advertisers invested more money—and by a wide margin—in 
Ladies’ Home Journal than in any other women’s magazine. They 
invested nearly $22,000,000—an all-time high. 


No. 1 IN IMPORTANT P.I.B. CLASSIFICATIONS— Ladies’ Home Journal 
continues to lead in advertising revenue among all magazines edited for 
women in important P.I.B. classifications. To name a few 
Toiletries & Toilet Goods; Drugs & Remedies; Food & Food Products; 
Household Furnishings; Soaps, Cleansers & Polishes; 
Household Equipment and Supplies. 


No. 1 IN MERCHANDISING— Ladies’ Home Journal 
continues to lead in merchandising, with continuous and widely used retail 
promotion services for grocery, drug, appliance, home-furnishings, 
jewelry and department stores. Each is designed to help retailers 
sell more Journal-advertised products. 


The No. 1 magazine for women... 


“JOURN 


*Pub. Est. A CURT b ATION 


The continuing revolutions in today's 
marketing picture z. 
call for many new Strategies 


in Packaging, for example... 


One of the most significant devel- 
opments in packaging is this... 


° — The sales manag 


, / ) > of ; 
Niall Wilo NLaKES TILOSL ¢ 


rf pu vaZLiLg decisions oe’ 
_.. The primary reason for ¢ 
package char ge isto increase 
SULCS. 
As reported by the Folding Paper Box Associ- 
. E y e 8 E . + 
ation from a survey of 307 of the nation’s grocery 


manufacturers. 


> 4 


The following packaging concerns are 
already taking advantage of this develop- 
ment... advertising in the pages of 


Sales Management 

e The Dow Chemical Co. 

e Goodyear Tire & Rubber Co. 

e Federal Paper Board Co. Inc. 
National Folding Box Div. 
Morris Paper Mills Div. 

e Reynolds Metals Co. 

e Lassiter Corp. 


e Continental Can Co. 
Robert Gair Div. 


e Stone Container Corp. 
e Lermer Plastics, Inc. 


e Celanese Corp. of America 
Plastics Div. 


e Sealright Company, Inc. 


e Container Corp. 
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Ct Sante Barbara 


A Business Gift means more 
when it’s a PARKER! 


—and there's a Parker to fit every 
business use: Promotions Awards 
Sales Incentives Customers . 


Prospects Employees. 


—a Parker to fit every budget: from 
economical units for wide distribution 


anneen ct@ure 6eae “en 
. ee 


to selected prestige pieces for your exec- 
utive list. 


New PARKER LIQUID LEAD® Pencil—the revolutionary 
New PARKER T-BALL* JOTTER” pen y > 
peel / Parker that rolls words on paper... has a point that cannot 
the only ballpoint that won't skip in 4 break, never needs sharpening. Writes a clear, smudge-proof, 
any normal use, on any normal writing y erasable line. Choice of 4 barrel colors. Gift boxed. 


surface. Writes on practically anything , Retail, $2.95 
with new porous ball puts 166 times 


more ink at the writing point feeds 
instantly. Handsomely gift boxed 
Retail, $1.95 
New ali-metal T-BALL JOTTER 
of brushed stainless steel. Retail, $2.95 


Dramatically new PARKER 61°" pen 


ihe only fountain pen that fills itself 
by itself it has no moving parts. The 


first really different pen in years—new in 


principle, fresh in appearance, unique New PARKER PARDNERS— matched JOTTER T-Ball* Pen 


and PARKER LIQUID LEAD PENCIL. A brand new two- 
gifts-in-one idea combining ballpoint economy with LIQUID 
LEAD convenience. Choice of exciting new barrel colors. 


in performance. 7 he distinguished pres- 
tige gift in the writing instrument field. 
Choice of distinctive colors and cap 
design a 
Pens, retail . . « from $20.00 Complete, retail, $3.75 
Pencils, retail . . . from $5.00 

Sets, retail . . $25.00 to $40.00 Special prices for quantity orders 


Now in Color 
Mail coupon today for complete information on these items 
New PARKER JOTTER I aaa 
‘ and all other Parker merchandise. 
Ball Point Desk Sets 


5 different sets tor home 
or office in black and five The Parker Pen Company 
decorator colors. JOTTER and Industrial Sales Department 
the fabulous PARKER Janesville, Wisconsin 
LIOLID LEAD PENCII 
Retail, from $2.95 to $12.50 


Dear Sirs: 

Please have the Parker Sales Representative in my area call on me 
Model No. 31-309 with complete information on the entire Parker writing instru- 
retail $2.95 


Model No. 32-260 
with 2 Parker Jotters, 
retail $12.50 


ment line, including quantity discount prices. 


COMPANY 


tw NSIN 


eaeeeeeee 


THE PARKER PEN COMPANY 


ADDRESS 


Once a month the divisional sales 
managers meet at Madison, and spend 
at least half in train 

are coached 


hour and 
ing sessions, where they 
in recruiting, selection and training 
of their own managers and salesmen. 

After the first two months of train 
ing the divisional manager will have 
studied printed helps on personnel 
problems and will be expected to 
make most of his own decisions about 
supervising salesmen 


Problems of per sonnel, 


paramount 
at Red Dot because of the expanding 


routes and 
Philip Q. vice-president and 
personnel director, who also reports 


territories, fall to Dr 
Sawin, 


to Lane. Dr. Sawin, who has been 
vith Red Dot one year, has served 
as headmaster of an eastern school 


and instructs at the University of 


Wisconsin. 


Dot salesmen receive salary 
commission lhe company owns 


trucks. Divi 


m and area managers and super 


maintains | own 


visors share in a n inagement incen 
addition to salary, and 
usually promoted by per 


formance rather than by 


plan in 
esinen are 

seniority 
Q)ne incentive rogram that had 
Red Dot salesmen hopping during the 
summer was a 16 week contest based 
on percentage of ales increase, new 
accounts, In-store promotion, nun 
ber of displays and safety. ‘Vhe high 
est scoring divisional manager and 
area manager and highest salesmen 
from each division received a five-day 
New York wit 


paid lhe wives went 


h all expenses 
along too. Red 


Dot also gives an annual di stinguis shed 


} 


salesman’s award, and a “merit points 


incentive’ to salesmen. 


Marshalling 


operation 


outside of the 
Lane, 
executive vice-president. Lane joined 


potato growing, 1s 
who is general manager and 


Red Dot two years ago, coming trom 
the Woodman Co. of Decatur, Ga., 
a package equipment firm of which 
he was director and general manager. 
Were 
when the Red Dot business 
Fred and Kathryn 


Meyer probably whistled that same 


Of course, “Potatoes 
Cheaper’”’ 
was born. In fact, 
which was popular 
when they exchanged marriage vows 
in 1931. That was on the Q'I, of 
University of Wis 
students were 


depression-tune 


course, because 


onsin supposed to 
stay single. ‘They both had one more 
year to go. 

Faced with the problem of famil; 
support in the fall of 1932, they in 
vested $22 in “Korn Parchies,” sold 
them, and got the ball started. ‘They 
soon added potato chips, and by gradu 
ation time in June, 1932, Fred and 
Kathryn had an income of $100 a 
month—on a part-time distributor 
ship. Not too bad for 1932 

$y 1933 Fred and Kathryn pur 
hased two new trucks after borrow 
ing $1,000 from his tather John 
Meyer, who owned a grocery store 
at West Salem, Wis 

Boundaries of the Meyer busi 
ness fanned out of Madison to out 
lying towns as new salesmen and new 
trucks were added. Five years after 
the business began, the company’s bal 
ance sheet showed assets of $16,947 
99, liabilities totalling $12,773.48 and 
a net worth of $4,174.51. 

Nearly 1,000 employes serve Red 
Dot, of which 250 work in Madison 
Ihe others work out of the 83 
branches which dot 12 midwestern 


states. The End 


IN LOS ANGELES 
THEY SAY 
‘TIMES, FIRST OF ALL’ 


* Breakfast 
Foods and 
Cereals 
Advertisers 
place 61.0% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
linage in 
The Times 


(Media Records, 
Ist six months of 1957.) 


> 

Proven media are “musts” for the 
highly competitive breakfast foods 
and cereal business. Principal ingre 
dient of its success formula in Los 
Angeles is The Times, leader in 95 
of 114 Media Records’ classifica 
tions 


LOS ANGELES 


$12 MILLION in '57 for their 25th year? Mr. and Mrs, (Fred and Kathyrn) Meyer Zz I M E S 


in 1938 made their own chips. Now they hire 1,000 people, and sell on 202 routes. 
Sales last year: $8 million. Predicted for 1957: $12 million. 


OCTOBER 4, 1957 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detro 


RADIO & TELEVISION 


COMING! 


preatly expanded 
TV COVERAGE 
from a new 
1000 FT. 
TOWER! 


>< heduled in time for 
peak winter viewing 


THE STATION 
OF MARKETING SUCCESS 


REPRESENTED BY AVERY-KNODEL, INC. 


Tranquilizers Make Drug 


marketing switch that was indicated 
by slipping unit profit. They left 
their money on such losers as penicil- 
lin and the pioneer miracle drug’s 
wholesale price is now less than 3/10 
of a cent for a dose that cost $20 in 
1943. In five years streptomycin’s 
price fell off 97%. Cortisone’s tum- 
bled 90% in two years. 

Antibiotics makers found them 
elves shooting earthwards on the 
earnings roller coaster after a 1951 
peak. From this distance it can be 
seen that 1952 was the strategic year 
for featuring a hopeful young prod 
uct with profit margins enabling it 
to hold aloof from the burgeoning 
price war in antibiotics and older 
lines generally. Risk would be high. 
Only 20% of drugs launched in the 
past five years have paid off commer 
cially 

But two lean years passed before 
the early bird’s benefits went by de 
fault to Ciba Laboratories’ Serpasil 
reserpine Smith, Kline & French's 
a horaz ne chlorpromazine ° and Wal 
lace Laboratories’ Miltown meproba 
mate. ‘The Wallace Division of Car 
ter Products (Little Liver Pills) 
then sold a license to make meproba 
mate to Wyeth Laboratories Division 
of American Home Products (Chef 
Boy-Ar-Dee, Sani-Flush). Wyeth 
came out with Equanil meprobamate 
and its detailmen seized a $15 million 
share of the market last year, double 
the showing of the older 
twin Miltown 


identical 


There are fairly clear indications 


that companies riding the tranquilizer 


success train are aboard because 

even though they were all late they 
took definite steps to get to the sta 
tion \ miraculous’ label is some 
tine pinned on their sales achieve 


nents but the miracle would have 


been if some of the othe companies 


looking in the opposite direction or 
npl taying at home had caught a 
P 
Whatever the merits of buc kshot 
research, its exponents cannot clain 
ranquilizer is a trophy It no 
vorthy that among the big five d1 


makers Smith, Kline & French was 


the only one numbered among the 


peace pills three original promoters 
Yet the Philadelphia SKF’s annual 
research bill of about $4 million at 
that time was smaller than Merck’s, 
Parke Davis’, Pfizer's or Abbott's. As 
a percentage of sales, SKF’s research 


outlay of less than 5% was 


also 


Industry Nervous 


(continued from page 34) 


smaller than its bigger competitors’ 
with the exception of the just over 
4% spent by traditionally penny- 
pinching Parke, Davis. 

Unlike firms that missed the tran- 
quilizer triumphal march, Smith, 
Kline & French had early calculated 
the product fields in which its pri- 
mary interest lay. Its research activi 
ties were focused on hypertension 
and nervous disorders. Its ‘Thorazine, 
top-selling tranquilizer with sales of 
$25 million last year, was developed 
by the French firm of Rhéne-Poulenc 
in 1952. The profits void that peace 
pills were eventually to fill was al 
ready yawning at U.S. drug makers’ 
feet. Rhodne-Poulenc would have li 
censed any or all of them to make 
Thorazine. Only two or three even 
took the trouble to say ‘No thanks.” 
Smith, Kline & French picked up ex 
clusive U.S. rights. “The company’s 
sales swelled from $47 million in 
1952 to $104.6 million in 1956. This 
vear’s volume estimate is $112.5 mil- 
lion, of which 8% is being devoted 
to researe h 


the highest percentage 
in this research-conscious industry 
that spends some $75 million a year 
in its labs. 

“But all the research in the world 
will not sell a new ethical product,’ 
observes Francis Boyer, president of 
the Pharmaceutical claimant to the 
initials made famous by Sweden’s 
SKF ball bearing firm, which also has 
a plant in Philadelphia. “It takes 
constant promotion to make sure the 
physic lans write prescriptions for a 
Boyer turned his sales planners loose 
on ‘Thorazine even before its uses 
were fully appreciated. Its value as 
an anti-vomiting agent Was to be tea 
tured. But early in 1954 word fron 
Poulenc Ltd., Montreal established 
the drug $s success in treating psy¢ hoti 
patients 

‘The two-pronged attack which SKF 
} 


then launched on the 


merit i] hosp t il 


and private prescription fields met 


greatest success in the mental hospit il 
market des} te a price ad antage 
enioved by another pioneer Ciba’'s 
Serpasil. 

SKF’s detail men worked within a 
cramping hospital ritual to achieve 


the top tranquilizer spot for ‘Thora 
zine. No one can be “called upon’ 
without the hospital director's or su 
perintendent’s permission. ‘loo many 
lines, too much literature or too many 
samples tor personnel are ‘not con 
sidered desirable.’ Occasionally, a 
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small display for the hospital staff's Pfizer has probably outshone the 
benefit is permitted but the detail others with its literature printed in IN LOS ANGELES 
se not — —— to his “precisely the a —— THEY SAY 
ooth’s visitors unless they address blue.” Setting the stage with a pu € se F 
him. Smoking, looking about, using ture of snowy pines, it lists Atarax’s TIMES, FIRST OF ALL 
a telephone or wash room uninvited effectiveness in anxiety relating to in 
are all ruled out. The average hos terviews, examinations, public ap 
pital adds another dozen or more pearances, noisy environments, com 
regulations. petitive sports, newspaper or adver 
In promoting to private physic 1ans tising work. insomnia, homesickness 
SKF and the other tranquilizer pro adolescent difficulties, sickness, acci 
ducers have been overshadowed by dents, weddings, funerals, separations 
the colorful promotions of Pfizer's and differing opinions. 
Roerig division. Mailings on behalf Harsh criticism of such “extrava 
of its Atarax, that bowed belatedly gant and distorted literature’ has 
last year, have included such ‘peace come from the New York Academy of 
of mind” symbols as slippers and head Medicine which proposes a city health 
rests. But many medical men have board check on promotion pieces so 
reacted adversely to the suggestion that drug literature may become “a 
that their ministrations to patients more reliable guide to physicians. 
should be influenced by such gifts. In an effort to hold its mental hos 
the physician-pharmacy area, Wyeth's pital lead while increasing its drug 
800 detail men have won first place store sales, Smith, Kline & French 
for Equanil. Employing a consciously took stock and spotted Thorazine 
low pressure approach, the Wyeth toxic side effects as a possible brak« 
men tell physicians what Equanil will on sales. (Until recently Miltown +R di & TV 
do and its limitations. “They hope and Equanil were considered rela a 10 
that in return the doctors will pre tively free of unwanted effects that - 
scribe FEquanil. Half the average have shadowed competing tranquil Advertisers 
ethical drug houses’ promotion ex izers’ reputations SKF then intro 
penses are usually devoted to the duced to private physicians a new 


salaries of these little known sales compound, Compazine, “The ‘Vho choose The 


men. ‘The average over-all figure for zine of everyday practice.” But in 4 
advertising and promoting ‘to the the conservative and complicate: Times above 
profession only’” amounts to some mental hospital market where Thora 
thi Ing y like 20% of gross income zine’s lead seemed safe, SKF decide 

Dr. George Lull, secretary and to let well enough alone. According all other 
general manager of the American to Fortune the ompany has 
\Iedical Association leclares that the dently decided not to confuse’ th L A g | 
iverayge VML.D. member is swamped by administrators over the issue of tox 0S n e es 
trade names and preters to prescribe ity that would be raised if detail me: * 
by generic terms. ‘lo offset this tend brought Compazine to the hospital metropolitan 
ency the d ug | ises have multiplied he ize ot the market that SKI 
their lists of “indications” to the point t eeks to safeguard amount 


shave tele <hiens have bein Tebelicd - coee. $1.3. ealllien: enema bo When newspapers 


fantast nd sh kin 1" tat hospitals alone Othe: tate 


(in the first 6 months of ‘57 


The Times led in 
HERE IS THE CHOICE MARKET 95 of Media Records’ 


114 classifications 


of the 
MID-WEST 


SIZZLING with 


_ SHOUXLAND | | these choice 


Market features: To all segments of the radio 
industry, Los Angeles and 

prosperou iburb ire a 
market The big-circulation ‘1 


their first choice among the 


a 


eas FH hagas sain that serve it 
ga - LOS ANGELES 


The Sioux City Sournal . a T I M E Ss 


REPRESENTED MATIONALLY BY JANW & KELLEY, INC. 


) 


( AAS 


be ay ented by Cresmer & Woodw 
rk, Chicago, Atlanta, Sar 


OCTOBER 4 1957 


explicit about the amounts of breadth that stood other drug majors 
ranquilizer purchases but aver- in such poor stead when tranquilizers 
t per pill is about 4 cents were still in the test tube? A 350 
presentations often men increase in SKF’s research team over 
1% amounts saved through (1) 1956 brings its total of trained tech 
g of plant damage by violent nicians to over 600. ‘The firm’s hum 
a substantial reduc ble, clear-eyed recognition and a 
upkeep through quisition of Rhoéne-Poulenc’s discoy 
many to out-patient ery is so completely forgotten that in 
walking timonies to institutional advertising SKF’s own 
benefit return weekl Ph ladelphia laboratories are credited 
lies of peace pill with having “brought you ‘Thora 

poil SKF?) Will it zine 
ecret—the depth It is typical of the drug industry’s 
nervou dis biggest gains that they have been 


ored by up and-coming second 


You can’t go wrong with 
our right arms... 


SALES TRAINING PROGRAMS 


Pee 


VISUAL SALES PRESENTATIONS 


4 


TERRITORIAL AND MARKET STUDIES 


Sales Training Programs from A to 
Z including idea-absorbing audio 
visual aids, film transparencies, 
graphics, training manuals, drama 
tized sales situations 


Visual Sales Presentations and 
Planned Promotion and Merchandis- 
ing Programs based on fresh selling 
ideas, tailored to your needs. 
Territorial and Market Studies to 
disclose most profitable manpower 
coverage, sales control methods, 
prospects buying motives, salesman 
effectiveness. 


Hile-Damroth, is a ‘shirtsleeve team” (in its eleventh year) composed of 
issociates with extensive experience in developing and implementing 
dustrial and consumer sales programs 


Give us a call. Our experience and objective thinking is available for pre 
liminary discussion of your problem for which no fee is involved 


HILE-DAMROTH, INC., consultants to management in sales and marketing 


11 West 42nd Street * New York 36, N.Y. PEnnsylvania 6-8161 


stringers rather than by the majors. 
SKF will be an exception to the rule 
if it Can preserve in its current front 
rank position the magic insight that 
gave it Thorazine. As new product 
exploration broadens, SKF may re- 
tain its depth of attention to its old 
specialty, nervous disorders. Undoubt- 
edly, its 600 researchers will discover 
vital improvements in Compazine 
just as they did in ‘Thorazine. But 
unless SKF is made of different stuff 
from the other drug majors it will 
be tempted to close its eyes ‘tempo 
rarily” to the therapeutic and profit 
possibilities that might exist in Com 
pazine “Mark II, III, or IV.” Re 
gretfully and perhaps with much soul 
searching, a typical major drug 


maker s management would decide 


that it needed more time to realize a 


] 


return on ifs D>) million or so investe: 


in launching “*Mark I.” 


Competitive Pressure 
leven though SKF’s rights 


basic chlorpromazine are retaine 
there is already direct pressure tron 
competition to force ‘Thorazine and 
everyday’) Comparizine oft the mar 
ket In the dull, catalogue-style ad 
with which drug makers advertise 
readers of retail drug journals, Scher 
ing Corp. is promoting its new [rita 
lon perphenazine as “five times mor 
potent than chlorpromazine.’ ‘The 
tor 50 of its small 


es size tablets is impressively less 


»IC¢ 
list price Of D<Z.. 


than the $5 a consumer would pa 
for 50 of the older peace pills. 
Perhaps moved by this considera 
tion, Wyeth is bringing out Equanil 
in pills of half the forme strength 
tor finer dosage adjustment and 
milder tension states.” ‘The Lederle 
Laboratories Division of American 
Cyanamid Co, has another compet 
tive slant lo standard size pills ot 
meprobamate it adds Pathilon for in 
proved control of “emotional over 
lay.’ The resultant Pathibamate pills 
wholesale for $8.62 a hundred, more 
than a dollar over the figure for Mil 
town and E-quanil. Pfizer and Wal 
lace also have upgraded their prod 
ucts with the addition of ingredients 
to limit unwanted side effects 
ported by a maximum of promotional 
eftort as Pfizer tells the druggist 
\tarax’s new sister Ataraxoid comes 


in an array of strengths and 


bort le 
sizes that might confuse anything less 
than a medical mind. Wholesale 
prices of as high as $20.40 per hu 
dred might indicate that all the add 
tional benefits do not accrue to the 
patient 

But this should not faze the medi 
cal profession that somehow arrives 


at a comsensus on each Issue even 
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though doctors are bombarded one 
day by AMA news headlined “Me 
probamate may cause allergic reac- 
tions,”’ or ‘‘Habit-forming qualities of 
meprobamate.” and shortly thereafter 
Miltown literature arrives extolling 
it as ‘the most effective drug in anx 
iety and tension states, no evidence of 
addiction noted.’ On the other hand, 
there are statements like actress 
Frances Kay's, that her doctor switch 
ed her from Miltown to identical 
Equanil “after reading a couple of 
medical Smith, Kline & 
French reports that more than 5,000 


papers 


such papers have appeared on Thora 
zine alone. 

When, in all this confusion, com 
petition has reduced tranquilizers’ 
profit margins to the levels of most 
antibiotics, what product category 
will emerge carrying the profits ball ? 
Will any of the original tranquilizer 
trio be detached enough from theit 
now vested interest in peace pills to 
hop on the next earnings band wagon ? 
Will Abbott follow its traditional 
pattern of de eloping specialty prod 
uct forms and weathering price cut 
long after its ompetitors, by detailed 
service to institutions? 

One possible profit leader of the 

xt industry phase has emerged as a 

sult of Ciba’s refusal to be blind 

s own product's drawbacks. Alert 
possibility of over-sedation by 


Serpasil or by competing Thora 


zine, Ciba recently introduced a 
ounteracting stimulant, Ritalin. Ree- 
ommended for use with a tranquilizer 
in alternating doses, Ritalin is also 
being promoted as a mood improve 
on its own merits. In addition, Ciba 
has combined the “up and down” a 
tions in one pill, Serpatilin. Ciba’s 
reason for sitting lightly to its pio 
neer Serpasil resperine is that the 
drug is now being synthesized 
other interests, a sure torerunnet 
price reductions. 
Will psychic 


tranquilizers as the industrys. star 


eneryizers replace 


earner? Apparently acting on the 
theory “better never than late,”” Hoft 
man LaRoche dealt itself out of the 
tranquilizer game. Instead it launch 
ed this June “the opposite of a 

Mearsilid iproniazid 

Marsilid represents a 


proht of as high as $1.50 on a bottle 


quilizer,”’ 


the di uggist 


he sells for $3.75. ( There is only a 
$1.35 profit tor the retailer on a $ 
bottle of Miltown and a le profit 
on Miltown’s new 
Milpath, $° 10.) 

lhrough sending 
new product into the s: 
an up-and-coming drug firm n 
catch the profits ball before tranquil 
zers fumble it. But the time is now 
not when veterinary uses ot 
pills and candy coating have s rape | 
the bottom of the barrel. 


The End 


Before You Automate Production: 
Have You Planned Sale of Output? 


Each new investment in automation will require a firm and accurate 
commitment from you, the chief marketing executive, as to your 
ability to dispose of the product that will be produced for a period long 
enough to amortize the investment and at a rate great enough to return 
the predicted lower costs and higher profits. In no small sense the 
future of the company will rest in your hands more than ever before. 


As automation increases the dependence of production on a con 
tinuous market, it saddies the marketing executive with the responsi 
bility of providing the continuous demand. He must plan his activity 
carefully, and far in advance, to insure his ability to deliver the goods 


He must make sure that both consumer demand and the consumer's 
ability to satisfy his appetite are present in the proper proportions. 
The marketing executive must be satisfied that the product he will 
sell will meet the consumer demand; he bears the responsibility for 
producing the sales volume which alone can justify the investment 


in automated production facilities. 


Planning for automation in production must be preceded by planning 
for automation in marketing. Automation will increase the importance 
of the marketing function and each of its specific aspects in bringing 


success to the enterprise. 


Frank B. Jewett, Jr. 


Planned Marketing—Management’s Responsibility. 
A Publication of the American Marketing Association 
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IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF ALL” 


Advertisers 
choose The 

Times above 
ALL other 


Los Angeles 
metropolitan 
newspapers 


(In the first 6 months of ‘57 
The Times led in 
95 of Media Records 


114 classifications.) 


Los Angeles is America’s first mar 
ket in passenger car registration 
with 1.2 cars per family. The Time 

with the largest share of new car 
advertising, 18 its principal influ 


ence for sales 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


HIGH SPOT CITIES 


| 


1} 


RETAIL SALES TRENDS 
1929-1957 


Sales Adjusted 


for seasonal and price change 


qwow sed ¢ e suoue 


4 
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RETAIL TRADE FORECAST: 


Retail Sales Forecast for October: 
Sales Will Gain by 6% 


By DR. JAY M. GOULD, 


Research Director 


Sales Management's Survey of Buying Power 


The volume of retail sales in Octo 
ver will probably total $17 | billion, 
i gain of 6% over last October. ‘This 
in be regarded as a good perform 


ince, even after allowance for a 3% 
price gain. So far this year retail 
sales have been running better than 
last year by 6%, which means, of 
that total sales for 1957 will 
$200 mark for 

in history, especially 


course 
exceed the billion 


the first time 


if automotive sales in the final quar- 
ter fulfill the hopes of the industry, 
particularly with respect to public ac- 
ceptance of the new radically rede 
signed GM _ models. 

Actually, retailing this year has 
stood up pretty well, in the light of 
the growing list of economic sectors 
beginning to show signs of slacken- 
ing, which includes manufacturers’ 
new orders, unfilled orders, and now 


capital spending. For the first time 
in two years, the SEC has failed to 
predict any gains in expected expendi- 
tures on plant and equipment for the 
third and fourth quarters. Another 
declining industry, new residential 
construction is, however, showing 
signs of recovery, climbing to an an- 
nual rate of 1,010,000 new housing 
starts in August, up from a low of 
930,000 in the spring of 1956. While 


Retail Sales Box Score 


Food 

Eating & Drinking Places 
General Merchandise 
Apparel 

Furniture & Appliances 
Lumber, Building, Hardware 
Automotive 

Gasoline Service Stations 
Drug & Proprietary 


8-Month Totals 
$ Millions 
1957 1956 
31,332 28,818 
9,760 9,491 
12,567 12,191 
7,205 6,807 
6,701 6,653 
9,206 9,087 
26,621 24,586 
9,975 9,010 
4,017 3,728 


August 
$ Millions 

1957 1956 
4,428 3,840 
1,391 1,333 
1,823 1,663 
925 863 
894 900 
1,360 1,302 
3,391 3,110 
1,376 1,253 
516 475 
17,691 16,187 


126 
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still below the level of August 1956 
(1,136,000) the turnabout in hous 
ing could have good repercussions on 
future gains in sales of furniture and 
appliances, which has been the one 
‘ategory of retailing that has gained 
the least over 1956. 

Other retailing categories that have 
fallen behind include department 
store sales, still running behind the 
3% price gain. 


last month in this column, the de 


As was pointed out 


partment store lag appears to be a 
long term phenomenon, 
possibly the inroads of suburban shop 


reflecting 


ping centers, discount houses, as well 
as an emphasis of such merchandising 
lines as apparel, which have lost out 
in relative importance in recent years 

It is interesting to note the con 
siderable 


variation in the rates of 


change over time in the various 
classes of retailing. Over the past five 
years gasoline sales have gained the 
most (38%), while catalogue mail o1 
der sales have gained the least (5% 

Total retailing itself has gained 17% 
as against a 22% gain in total con 
sumer expenditures, reflecting the in 
reasing relative importance of serv 
ces. Expenditures on apparel gained 
only 9%, 


transportation 


whereas expenditures on 
gained 31% and 
household operation gained by 25% 
The changing structure of retailing 
reflects changes in consumer expendi 
ture patterns which in turn flow from 
the upgrading of income and the con 
tinuing suburban shift in which for 
mal clothes lose out while the cost 
of transportation and housing opera 
tion gains, 

Among the states expected to re 
port better-than average performance 
for this October as 
last October are: 

Alabama New Mexico 
Arizona North Dakota 
Florida Utah 


The leading cities 


ompared with 


those with a 
City-National Index well above aver 
age are: 
Middletown, Conn 
San Diego, Cal 
Orlando, Fla. 
San Jose, Cal 
Florence-Shefhield 
‘T uscumbia Ala 
Savannah, Ga. 
St. Petersburg, Fla 
Lexington, Ky. 
Lawrence, Mass 
New London Conn 
Niagara Falls, N. ¥ 
Albuquerque, N. M. 
Passaic-Clifton, N. J 
Paterson, N. J 
Phoenix, Ariz 
Sacramento, Cal 
Hartford, Conn 
Beaumont, Tex. 
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Sales Management's Research Depart 
ment with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of 302 of the leading 
market centers of this country § and 
Canada. 


Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur 
veys of independent store sales, Federal 
Reserve Bank reports on department store 


sales 


[he retail sales estimates 


herewith cover the expected dollar figur 


presented 


for all retail activity as defined by th 
Bureau of the Census. The 


directly comparable with similar annual 


figures are 


estimates of retail sales as published ir 
SM’'s Survey of Buying Power 


Three Index Figures Are Giwen, the 
first being “City Index, 1957 vs. 1948 
Chis figure ties back directly to the ofhcial 
1948 Census and is valuable for gauging 
the long-term change in market. It is 
expressed as a ratio. A figure of 400.0 
for example, means that total retail sales 
in the city for the month will show a 
gain of 300% over the same 1948 month 
In Canada the year of comparison is 
1951, the most recent year of official sales 
Census results 


Index, 1957 
vs. 195¢ is similar to the first except 
that last year is the base year. For short- 


The second figure City 


term studies it is more realistic than the 
first, and the two together give a well 
rounded picture of how the city has 
grown since the last Census year and how 
business is today as compared with last 


year 


The third column “City-National Index, 
1957 vs. 1956,” relates the city’s changes 
to the total probable national change for 
the same period. A city may have this 
month a sizable gain over the same 
month last year, but the rate of gain 
may be less—or more than that of the 
nation. All figures in this column above 
100 indicate cities where the change is 
more favorable than that for the U.S.A 
The City-National Index is derived by 
dividing the index figure of the city 
that of the nation 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all estimates of 
what is likely to happen in the future 
both the dollar figure and the resultant 
index figures can, at best, be only good 
approximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected trend and 


seasonal cyclical 


movement 


These exclusive estimates are fully pro 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
Sates MANAGEMENT, IN¢ 


Suggested Uses for These Data include 
(a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (c) revis 
ing sales quotas, (d) checking actual per 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore 
stalling their alibis, (f) determining 
where drives should be localized 


%& Cities marked with a star are Pre 
ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1956 which 
national change 


equals or exceeds the 


RETAIL SALES FORECAST 
(S.M. Forecast for Octoder, 1957) 
City 
City City Nat'l 
index tIndex Index 5 
1957 1957 1957 (Million ) 
October 
1948 §=61956 1956 1957 
United States 


148 § 106.0 100.0 


vs vs “s 


Alabama 52 108.8 102.6 
& Birmingham 110.0 103.8 


w& Florence-Sheffield 
Tuscumbia 5 119.5 112.7 
w Gadsden 108.2 102.1 
®& Mobile 110.0 103.8 
Montgomery y, 104.4 


Arizona 109.2 
w® Phoenix 114.8 


Tucson 101.3 


Arkansas 102.4 
Fort Smith d 101.4 


Little Rock-North 
Little Rock 104.0 


California ‘74% 1067 100; 
Bakersfield 100.6 94.9 


w® Berkeley ‘ 106.0 100.0 
Fresno 1006 949 
® Long Beach ; 106.2 100.2 
w& Los Angeles 107.3 101.2 
w& Oakland 106.1 100.1 
Pasadena 103.8 97.9 


Ww Riverside 107.4 1013 


ALABAMA'S 


Star Market 


OF THE THRIVING 


Tennessee Valley 


New 48-page 
Goss press 
now in 
use 


The Metropolis of 
Muscle Shoals 


“ fie 


> an 


Check this rapidly Gemes market in 


your Survey of Buying Power! 


The Florence Times 
The Tri-Cities Baily 


Mall address: Florence, Alebame 
Represented by Wallace Witmer Co 


HIGH SPOT CITIES 
MIDDLETOWN 9=—-“TAL SMES Fortcast 


See the Survey of 
CONNECTICUT'S 


LEADING oon ti ll 


HIGH-SPOT CITY = aes SALES FORECAST 


Forecast for October, 1957) “All you see is New Cars” 
City 
1¢ past five months Middletown’'s City City Nat'l $23 790 000 
»s pace has outdistanced all of Connecti Index Index Index $ . s 
ut's High-Spot Cities. In fact, Middletown 1957 1957 1957 (Million) CAR MARKET 
was the top city in the nation in September vs vs vs October 
with 17.7% above the national rate of gain 1948 1956 1956 1957 
Stamford’s $8,436 family in- 
Metropolitan Middletown—with $97.275,000 California (cont'd.) 
retail sales, averaging $4,567 per family & Sacramento 203.9 114.7 42.73 | ; “ayer e 
it) chats ectienictien bs. cll Ga Sen Gernardine 1681 98.7 14.71 plus in automotive sales. 


come is reflected in a 39% 


from within through its own daily & San Diego 206.1 120.9 66.83 One 


more reason why the 
THE MIDDLETOWN PRESS. No combina San Francisco 116.1 102.9 107.84 


state’s richest large market 
tion of outside newspapers comes anywhere & San Jose 237.3 119.9 31.02 te le “ | 
soos aiieialiien ie danas ies tek om 6 wae sai rates an inside approach 
You ALWAYS Get MORE in MIDDLETOWN 


# Santa Barbara . 139.6 108.9 8.97 through the Advocate’s un- 


Stockholm 37.2 100.3 5.96 matched 97% coverage of 
Ventura 113.6 103.5 97 5.70 


THE MIDDLETOWN PRESS Colorado — 105.5 | 177.04 
| eer eee ee Stamford Advocate 


w& Denver 160.1 106.7 100.7 72.10 


G MIDDLETOWN, NN Pueblo 178.7 110.3 104.1 10.40 STAMFORD, CONN. 


Stamford homes. 


R q t b 
Connecticut )°*2 106.7 1007 286.94 epresented by 


Bridgeport 1286.6 104.5 16.6 23.54 
w& Hartford 154.0 114.7 108.2 35.98 
Meriden 


The Julius Mathews Special Agency, Inc. 


Wallingford 158.0 105.8 99.8 8.16 


THIS Is Eastern Connecticut w® Middletown 171.2 124.7 117.6 5.05 


New Haven 145.0 104.0 98.1 26.20 


hd bb ddddddidhdiddddidia sé CUVOMAAAA AAAS SE EE 


S 
S 


AANA AANA AAT 


$35 932 000 tw New London 174.7 115.3 108.8 7.29 
ae ' tw Norwich 


171.4 106.2 100.2 5.28 


ticut’ 
‘usted wa wer eee | | COMROORSETS 


. 
Automotive Sales Waterbury 146.5 994 93.8 14.18 FIRST 
The Norwich sales market is Delaware — a we — 


iI heels. Its 49,000 eaants 142.5 104.3 96.4 23.32 FURNITURE 
iterally on wheels 4 49, 
families average $733 for au District of Columbia MARKET! 


esis ' Diana 124.0 106.5 1005 122.08 ; 
motive products, pend a aiiiis a al “ae ~ New London's furniture 
>» ~ “ope @ ashington a) 00 08 . 
total of $35,932,000 in auto ‘ . sales are $605 per family 


. . the highest of all Con- 
necticut cities with a popu- 
lation of 25,000 of over. 
(SM ‘57 Survey) 


WN 


NANNY 


motive outlets Florida 241.9 111.6 105.3 498.40 


An excellent market for w Fort Lauderdale 352.2 110.8 104.5 18.70 
vour advertising sold only Jacksonville 184.1 103.9 968.0 40.34 
w& Miami 220.7 113.2 106.8 75.53 
® Orlando 279.2 1208 114.0 20.97 
w& Pensacola 248.1 112.5 106.1 12.43 
* St Petersburg. 259.8 118.1 111.4 26.14 


through the Norwich Bulletin 
Outside newspapers don’t pen This is @ “hi-spending” 
area—one that can boost 
your sales easily! Cover this 
isolated 61,547 ABC City 
Zone in The Day — New 
London's only daily. 


Che Day 


NEW LONDON, CONNECTICUT 
Netiona! Representatives: 


GILMAN, NICOLL & RUTHMAN 


etrate the market, can’t match 
the Bulletin’s broad solid im de Tompe 252.6 113.3 106.9 35.72 
pact on these preferred fami 
lies Georgia 166.0 105.0 9.1 308.31 
Albany 189.8 105.7 99.7 6.13 
" ‘ Atlanta 173.7 106.6 100.6 80.86 
Norwich Bulletin Augusta : 166.7 9.5 91.0 12.19 
Columbus 151.8 100.3 94.6 12.39 
Macon 159.8 995 93.9 11.79 
NORWICH, CONN. % Savannah 177.2 1184 111.7 17.05 


and Norwich Bulletin-Record (sundays) 


Bulletin Sunday Record 


Hawaii 
24,965 Daily 21,017 


& Honolulu 


SAAHH ho nnnnnoyes MMMM AAMNNKKXWWMM®MMMANN 


Represented by 
The Julius Mathews Special Agency, Inc 


Idaho 


Boise 
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ONLY the RECORD and JOURNAL 


Meriden + Wallingford, Conn. 


ABC figures show — 
that no ABC Hartford 
or New Haven news- 
paper has more than 
500 circulation in the 
rich Meriden-Walling- 
ford area. That's why 
The Record & Journal 
give you virtually shut- 
out coverage of this 
$90-million retail market. 
Ask for full data now. 


The Meriden 
RECORD and JOURNAL 


Meriden * Connecticut 


entative 


& RUTHMAN 


Retail Sales 
$1,583 ABOVE 


Family Average 


The Norwalk area’s 


27,500 
families average $5,474 for 
retail goods—by a total of 


$150,340,000, 


A preferred market for all 
products—from staples to 
do-it-yourself items, from 
air conditioners to sports 
cars. You just can’t miss in 
the high-income Norwalk 
area ($8,846 per family) 

especially when you use 
the Hour, the market’s local 
daily. 


The Norwalk Hour 


NORWALK, CONN. 
96% Coverage of A.B.C, 
City Zone (60,425) 
57% Coverage of 
The Trading Area 


Represented by 
The Julius Mathews Special Agency, Inc. 
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HIGH SPOT CITIES 
RETAIL SALES FORECAST ¢ 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 


FOR OCTOBER, 1957 e 


RETAIL SALES FORECAST 
(S.M. Forecast for October, 1957) 
City 
City City Nat'l 
Index Index Index 5 
1957 1957 1957 (Million) 
vs vs vs October 


1948 1956 1956 1957 


Illinois 


Bloomington 


1,095.29 


Champaign 
Urbana 
w® Chicago 
Danville 
Decatur 
w East St. Louis 
® Moline-Rock Island 
East Moline 141.1 1116 
Peoria 134.1 103.4 
Rockford 164.3 105.2 
Springfield 139.3 105.2 


Indiana 141.5 104.0 
Ww Evansville 142.2 107.5 


Fort Wayne 137.5 101.5 
w& Gary 161.1 108.0 
ndianapolis . 103.1 3 
Ww Lafayette 54S 110.5 104.2 
& Muncie 106.1 100.1 
® South Bend 108.0 101.9 
Terre Haute 104.3 


lowa 103.7 
Cedar Rapids 139.1 100.6 
Davenport 133.4 105.4 
Des Moines 131.4 105.3 
w Dubuque 114.4 106.1 100.1 
125.5 1045 98.6 
Waterloo 130.6 105.6 99.6 


Sioux City 


Kansas 134.4 1036 97.7 200.39 
Hutchinson 112.5 ) 91.9 5.21 


Kansas City 137.9 93.5 13.13 
Topeka 169.0 99.4 13.75 
w® Wichita 195.9 101.2 34.95 


Kentucky 141.4 97.2 208,59 
w& Lexington 145.3 110.3 12.64 

Louisville 146.8 94.4 52.48 
w Paducah 154.7 104.1 5.69 


Louisiana 169.5 101.3 251.03 
Ww Baton Rouge 210.7 105.3 21.76 


Ww Lake Charles 230.6 101.7 9.09 
® Monroe- 

West Monroe. 174.4 105.9 9.43 

w® New Orleans 157.1 101.9 70.39 

Shreveport 158.8 99.1 21.42 


Maine 136.3 97.0 89 46 
Bangor 144.4 98.4 6.72 


Biddeford-Saco 
York County's 


“SUPERMARKET” 


York County's families are big 
food buyers. They purchase 29° 
more food than the average U. S 
family spend a total of $30 


030,000 in grocery stores 


There's only one sure way to sell 
York County thoroughly, Begin 
with its “supermarket”, Biddeford 
Saco—35° of the families, 39° 

of its food sales the largest 
single concentration of food buyers 


in the county 


You can sell Biddeford Saco 
easily and only through the 
Journal, a daily reading habit tn 


90% of Biddeford-Saco hom« 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, /n« 


$563 MORE SALES 
Per Family 

Kennebec County’s retail sales 

average $4,454 per family—-$5635 


above the national family average! 


Total income 1s $126,095,000 


There's a lot of extra sales 
staples, specialties, big-ticket items 
in that solid wad of income 
waiting to be spent here after aver- 
age retail needs have been taken 


care of 


Just one more reason why your 
approach to this $102,894,000 re 
tail market should start with the 
county's basic advertising medium 
The Augusta Kennebec 
saturates Augusta (state capital and 


Journal 


county seat), blankets the greater 
part of the county 


AUGUSTA 
KENNEBEC JOURNAL 
AUGUSTA, MAINE 


Represented by The Julius Mathews 
Special Agency, Inc. 


et in the country 


na, ™ 


bth ranking test mark 


OF ALL MAINE’S 


AT OMON AWE 


DAN 


IN THE PORTLAND MARKET 


More automotive sales are 
made in the big Portland, 
Maine, market than in any 
of these states: 


Wow than DELAWARE 
More than VERMONT 
More than NEVADA 
Mow than WYOMING 


Q 4 


*114,083,000 in automotive sales are concen- 


trated in the Portland, Maine area. Get faster action 
from your advertising dollars, and greater dealer support 
in the Portland, Maine newspapers 


000-100,000 group 
top test market in the 75, 


Portiand, Maine 


ers 
NewsP@e ponies EXPRESS 


HERALD 
PORTLAND ae AY TELEGRAM 


Represented by the Julius Mathews Special Agency, Inc 


HIGH SPOT CITIES 


RETAIL SALES FORECAST $ 
See the Survey of 
' 1 lati + 
u 
pes = a ae 
on these cities. 


FOR OCTOBER, 1957 e« 


RETAIL SALES FORECAST 
(S.M. Forecast for October, 1957) 
City 
City City Nat'l 
index Index Index 5 
1957 1957 1957 (Million) 
vs vs vs October 
1948 1956 1956 1957 


Maine (cont'd.) 
Ww Lewiston-Auburn 131.9 100.2 
Portland 133.3 96.2 


t 
Maryland 1 99.7 
w& Baltimore 143.3 101.1 


Cumberland 121.8 98.6 
Hagerstown 154.5 91.2 


Massachusetts 
145.4 536.37 


Boston 135.8 127.80 
Brocktoh 131.1 8.06 
Fall River 115.6 10.41 
& Holyoke 141.0 7.25 
w Lawrence 135.6 11.00 
ww Lowell 124.9 ~ 9.99 
Lynn 129.9 11.31 
New Bedford 123.2 11.44 
Pittsfield 138.9 7.44 
Salem 134.9 6.39 
Springfield 138.5 23.76 
w Worcester 133.8 26.22 


Michigan 
Battle Creek 
Ww Bay City 
Detroit 
Flint 
Grand Rapids 
®& Jackson 
Kalamazoo 
Lansing 
Muskegon 
®& Pontiac 
Port Huron 
w& Royal Oak 
Ferndale 


Saginaw 


Minnesota 
w® Duluth 


Minneapolis 
St Paul 


Jackson 159.3 100.2 94.5 14.18 


Meridian 15448 1038 97.9 5.48 
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FOR OCTOBER, 1957 « 


RETAIL 


(S.™ 


Missouri 

® Joplin 
Kansas City 

*® St 
St. Louis 


Joseph 


Springfield 


Montana 
Billings 
Butte 


® Great Falls 


Forecast for 


City City 
Index 


1957 


Index 
1957 
vs vs 


1948 1956 


102.3 
106.2 
103.5 
106.4 
102.6 
103.4 


102.6 
101.9 

97.9 
109.0 


SALES FORECAST 
October 


1957) 
City 
Nat'l 
Index $ 
1957 = (Million) 
vs October 


1956 1957 


421.83 
6.07 
77.59 
9.04 
106.06 
10.55 


Autos Sell 
Like Sixty 
in Waterville 


Did we say sixty? Actually it’s 


104! That’s the percent above 


average 


in Waterville 


for automotive 


sales 


hub of Maine’s 


busiest shopping routes. 


To be sure of selling this entire 


$19,032,000 


automotive 


mar 


ket, make sure you're in the 


paper that gets your advertising 


read inside the homes. 


the 


ule 


Sentinel 


Sched- 


covering 


Waterville completely plus 66% 


of the market’s homes. 


Waterville Sentinel 


WATERVILLE, MAINE 


Represented by 


The Julius Mathews Special Agency, Inc 
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RETAIL SALES FORECAST 


(S.M. Forecast for October 


Nebraska 


Lincoln 


Omaha 


New Hampshire 


®& Manchester 


Nashua 


New Jersey 


Atlantic City 
Camden 
Elizabeth 
Jersey City 
Hoboken 

Newark 

w& Passaic-Clifton 

Ww Paterson 

& Trenton 


New Mexico 


ww Albuquerque 


New York 

*% Albany 
Binghamton 
Buffalo 
Elmira 

*® Hempstead 

Township 

Jamestown 
New York 

Ww Niagara Falls 
Poughkeepsie 

w® Rochester 
Rome 
Schenectady 
Syracuse 
Troy 

ww Utica 


143.2 
142.4 
146.9 


155.6 
119.9 
129.6 
128.7 


114.5 
119.4 
166.6 
137.6 
179.1 


212.0 
279.8 


137.5 
138.2 
119.0 
128.4 
124.8 


North Carolina 


®& Asheville 
Charlotte 
Durham 

ww Greensboro 
Highpoint 

Ww Raleigh 


177.7 
161.6 
180.2 
1399.9 
190.2 
201.7 
187.1 


City 
Index 
1957 

vs 


1956 


105.4 
102.7 
100.0 
103.5 


104.5 
111.2 

99.4 
101.5 
100.4 


106.2 
105.7 
105.4 
115.3 
104.8 
108.2 
103.8 
100.7 
104.2 
105.8 
106.7 


103.4 
110.2 
101.1 
104.1 
109.3 
102.7 
107.6 


1957) 
City 
Nat'l 
Index $ 
1957 (Million) 
vs October 


1956 1957 


140.80 
13.74 
34.98 


603.54 
12.41 
15.88 


13.62 


27.89 
60.55 
19.49 
22.04 
26.09 


89.04 
27.90 


96.6 
104.9 
93.8 


1,750.55 
22.05 
11.72 
74.08 


7.95 


958 


Little Falls 
BIGGER THAN 


THE U. S. 


families spending an 
average of $973, for groceries 
add up to an $8,760,000 food 
market that can 
ously 


9,000 


one 
affect 
Family 


seri 
your territorial 
for family, a 
bigger food market than the 
United States which spent 


only $889 per family for food 
The Little Falls market 
more than repay your selling 
efforts. The Times 
newspaper covering 
ket—-blankets the 

pletely, reaches an even large? 


quota 


will 


the only 
the 
city 


mal 


com 


number of families in the sui 


rounding area for 75% cove 


market 


Little Falls Times 


LITTLE FALLS, N. Y. 


age of the entire 


Represented by 
The Julius Mathews Special Agency, Inc 


FORMULA FOR PROFIT: 


Sell the 
NEW ROME 


Booming Rome is where the money is 
addition to 
top level employment in Rome's famed 
local Aijr 


Force electronics research and supply 


in this upstate area. In 


high-wage industries, the 
base employs 6,700 civilian workers 

and increases Rome's already 
by $37 million 


Population, employment, income and 


high buying power 


sales are on the march in Booming 
Rome. A $193,020,000 income market 
Covered only by the Sentinel 


ROME 
DAILY SENTINEL 


A.B.C. 17,303 
ROME, N. Y. 


Call, wire or write 
W. S. De Himer, Adv. Dir., 
for complete merchandising and 
marketing services to supplement 
your advertising 


HIGH SPOT CITIES IN THE GROWING 


A Great Newspaper RETAIL SALES FORECAST s “RUHR OF AMERICA” 
See the Survey of 


in a Great Market fol wapchatie, sles $226,709,000 


and income data 
A fact which you can learn, on these cities. 


FOR OCTOBER, 1957 | Retail Sales 


RETAIL SALES FORECAST 
ing the Salisbury Post a trial. (S.M. Forecast for October, 1957) 


with profitable pleasure, by giv- 


Families in Ohio’s 9th metropol: 
’ : City tan market spend $4,027 in retail 
It’s the only newspaper in the sie A 

City City Nat'l stores—$136 above average. Yet 
market. All outside state metro- Index Index Index $ total sales are only 61% of income. 
1957 1957 1957 = (Million) , 
politan papers combined give you Elyria’s pay-off to advertisers is 
vs vs vs October ; P \ r th ; i t 
‘ ‘ already well on the plus side—gets 

but a fraction over 3000 circu- 1946 1956 1956 1957 y P 6 
bigger every day. Cut yourself a 
lation in the whole of Rowan North Carolina (cont'd.) big slice of the market’s huge sales 
1" Salist 178.3 99.2 93.6 16 ic—tap those millions of unspent 

County, The Post gives you over sai he ‘ P P P 
Wilmington 171.4 101.1 95.4 dollars for extra sales with a 
17,000 responsive, able potential Winston-Salem. 194.1 99.9 94.2 schedule in the Chronicle-Tele- 
gram, the county’s No. 1 news- 


customers. Try the Post. You'll North Dakota 


121.4 109.6 65 26 
& Fargo 138.0 110.6 8.20 


7 
Ohio 159.7 103.7 1,023 58 Chronicle-Telegram 


inG Post @ te Akron 163.3 110.6 45.45 a : 
oSausmuny Even 2 : eines “75 1084 19.53 “The Family Newspaper” 
© Satiseury Sumoay Posts 


Cincinnati 1428 100.6 77.18 

Ss Bae ere SST Tr 

w Cleveland 1446 106.6 146.85 

Published in the Tri-Cities # Columbus 174.7 110.3 70.42 | 

Salis! S D EB Sp , 

meat ny ae Dayton 163.0 1013 § 48.72 Circulation 22,094 ABC 9/30/56 

SALISBURY NORTH R Elyria 157.6 100.4 5.78 DOUBLE the Number of City Families 

Hamilton 13.6 99.7 é 
; CAROLINA am 173. 9 10.42 Represented by 
The Julius Mathews Special Agency, Inc 


paper in news coverage and linage 
be glad you did 


Lima 150.2 102.5 9.23 
w Lorain 172.0 10946 8.58 


Mansfield 164.4 95.9 90.5 9.41 


Middletown 150.7 97.7 5.86 
Sell The Mirror Portsmouth 141.3 96.1 6.19 x R A 
Springfield 149.1 99.3 12.27 
Readers in 2 Steubenville 166.5 7.89 * 
Toledo 134.2 q 45.30 
Warren 173.6 10.19 
ALTOONA w% Youngstown 159.8 29.77 
“TEST TOWN" Zanesville 143.1 6.44 R & T re L FE 4 ia M 
feeewte sx ‘ss POPULATION 
Pennsylvania we Bartlesville 3.57 


w& Muskogee 4.62 


... and you've sold this en- Oklahoma City pape NOW OVER 
tire with 


thriving market a te Tulsa 35.11 


yearly retail sales volume ex- 95.4 181.35 

ceeding $134,000,000. Cregeen ag 100,000! 
Advertising in the Altoona Portland 97.1 64.27 

oye is wae daily wey y of Salen 96.0 $.2% Latest ABC evaluation 
all Altoona homes, and 95.4° jn ‘ »~hem’ 
of the homes in the Atheote Pennsylvania ; Se mio, ” wet 
(ABC) City Zone. 135.0 103.7 97.8 1,059.91 city zone population is now 
Allentown 137.1 104.9 17.15 up to 106.318! 

Altoona 116.1 105.0 7.90 


% Bethlehem 137.9 110.1 7.53 pS 
The only way you can cover 
Chester 148.6 1048 10.31 


Erie 130.0 102.2 18.15 this fast-growing, prosper- 


, : 4 
Harrisburg 1446 1048 17.74 ous market is with... 
l } ! oO ! Hazleton 115.0 103.4 4.21 


®& Johnstown 133.6 109.9 10.53 
Altoona Pennsylvania's Lancaster 149.7. 102.7 11.90 


det Medieiaaiiaadabanns te orninn 10 105 0 The Bethlehem 
RICHARD E. BEELER lec ee mo Pn Globe- Times 


Advertising Manager te Pittsburgh 128.5 109.7 98.03 


Rolland L. Adams, Publisher 
Reading 121.7 9.7 14.81 


Gallagher-DeLisser, Inc., National Representatives 


SALES MANAGEMENT 


HIGH SPOT CITIES RETAIL SALES FORECAST RETAIL SALES FORECAST 
s (S.M. Forecast for October, 1957) (S.M. Forecast for October, 1957) 
RETAIL SALES FORECAST °/ City City 


See the Survey of | | — City City Nat'l 

Buying Power for 

S~ — = / 1957 1957 1957 (Million ) 1957 7 1957 (Million) 
— 

on these cities. . . vs vs October ‘ October 


= 1948 1956 1956 1957 ' , 957 
FOR OCTOBER, 1957 ¢e ~— “ 


RETAIL SALES FORECAST Vermont 131.8 106.6 100.6 873 Canada 100.0 209.70 
(S.M. Forecast for October, 1957) & Burlington 136.2 107.7 101.6 
Cit we Rutland 125.9 107.4 106.3 Alberta 
- te Calgary 
Virginia 158.8 105.9 99 7 Edmonton 126.1 
Index index Index $ w Danville 134.7 109.7 103 


os? xe on , British Columbia 
1957 1957 1957 (Million) Lynchburg 125.5 1004 9% 6 we Vancouver 147.0 


Newport News 131.7 102.0 & Victoria 144.9 105.9 
% Norfolk 160.9 106.3 
Portsmouth 160.2 104.7 Manitoba 


Pennsylvania (cont'd.) = Winnipeg 105.1 
Sharon 127.6 1055 %& Richmond 137.2 109.7 


Scranton 113.9 101.1 %& Roanoke 135.4 106.4 . New Brunswick 


Saint John 126.5 
Wilkes-Barre 108.1 105.5 Washington 141.9 104 
Williamsport 127.4 1042 #& Bellingham 916 106 


York 160.3 100.4 ‘ 7 Everett 


City City Nat'l 
Index index Index $ index Index Index 5 


City City Nat'l 


100.0 
vs vs October 


1948 : 1956 1957 


Nova Scotia 
Halifax 127. 
122.3 97 
w Seattle 155.4 107.4 ‘ Ontario 
Rhode Island oa np Hamilton 


Spokane 1508 104: 
131.1 


Newport 132.7 


Londe 
Tacoma 139.1 OR mdon 


Yakima 1249 104 


Ottawa 
& Toront 


West Virginia Winds 
131.5 8 78 
South Carolina te Charleston . Quebec 
154.7 ; 56.35 tren 
® Huntington 353.5 7 > 3.0 
] } Quebec 
# Charleston 07 eins cas : . 
w%& Columbia 


Providence 116.7 


Woonsocket 113.0 


Saskatchewan 


Greenville 57 ’ 2.92 Wisconsin 136.9 , w& Regina 136! 
Spartanburg 116 j , & Appleton 164.9 
w& Beloit-Janesvilie 146.1 


South Dakota > Green Bay 151.9 


104.3 Kenosha 135.0 
we Aberdeen 


Rapid City 


La Crosse 1344 100 
Madison 157.2 104 
Sioux Falls } 95.4 Wilwaukee 139.5 105.8 


T 100.8 Oshkosh 121.9 100.7 
ennessee , 


c ron 7 
Ra 7.3 06.4 : 9.8 
Chita v6.2 of RE Spending 
: * Sheboygan 129.7 104.7 ; 5.8 
%& Knoxville } 102.0 2.6 
*% Memphis 103.5 


We Nashville 100.7 Wyoming 133.9 108 “ Money 


w Casper 180.7 lll 
Texas 99.7 ‘ w& Cheyenne 
W Abilene 104.8 


pearing 8 : effective buying income per 
ustin } ) ° 

# Beaumont > 114.7 108.2 NEWPORT family is a whopping $5692 
oe Corpus Christi 9 104 RHODE ISLAND'S RICHEST MARKET (SM ‘57 Survey). Sales-wise, 


& Dallas 100 Woonsocket is an expanding 
*% El Paso 8 105 7 Newport is all by itself—no other R. | market. Cover 98.7°/, of this 


Fort Worth . 98.7 e market can match its family buying power, 


w Superior 124.2 108% 


1515 106.0 
Woonsocket's average 


isolated, high-spending area 
W Galvestor y 105 and no outside newspaper penetrates New : iia 9 
Houstor 7 ) port enough to sell it, 61% of the county's now—in Woonsocket's one- 


Lared 32.5 population, 66% of its income and retail and-only local daily, the— 


tw Lubbock , ; . 5 sales are concentrated in the city zone, which 


Ww Port Arthur 168.6 93 is covered 100%, by the Daily News, which 
Sen Aneto 151.0 ~ also covers 63°, of the county. This news WOONSOCKET 
Sen Antonie 155.4 98 paper alone sells Rhode Island's richest 
Texarkana 121.3 market CALL 
we Tyler 156.0 5 ] . 
Waco 145.5 3. The Newport Daily News Representatives: Gilman, Nicoll & Rethmes 


Wichita Falls 150.5 ‘ 17 Newport ri ounty's Only Daily Affiliated: WWON, WWON FM 


Utah 156 6 1025 Largest Circulation COVERS RHODE ISLAND'S 


in Southern Rhode Island 
w® Ogden 149.0 103.1 


PL 
ge Salt Lake City 177.1 103.5 Represented by US + MARKET 


The Julius Mathews Special Agency, Inc. 
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SALES GAINS AND LOSSES 


a The Quaker Oats Co., registering it’s highest yearly sales figure, tops this 
compilation of company sales gain and loss figures in dollar volume. Quaker 
Oats salee totaled $302.6 million in the past fiscal year compared against $277.2 
e million in the 1956 comparative period; an increase of 9%. 
3 


Smith-Corona, Inc. increased its fiscal year sales to $56.8 million this year 
against $43.7 million in 1956; an increase of 29%. 


in fast-service On the loss side, sales figures for the Celotex Corp. reflect the drop in building 


. supply sales. In the last 9 months, Celotex sales totaled $49.0 million; a drop 
eating places, from $57.5 million for the same 1956 period. 


twice-the-turnover Key—f is for fiscal year. 
per seat means.. 


Figures are shown in millions of dollars 


Company Period 1957 1956 Company Period 


MORE Meals American Rock Wool Corp. 6 mo 5.1 Panellit, inc 6 mo 
Pierce Industries, Inc 6 mo 
MORE Sales Carson Pirie Scott & Co. 26 wks 
‘ Celotex Corp 9 mo Quaker Oats Co 
MORE Profits Chickasha Cotton Oil yr 


Clark Controller Co 6 mo Reading Tube Corp 


NO MATTER WHAT YOU CALL THEM) con, (uenial Electric Equip. yr mane Coven & 


Continental Gin Co 6 mo Engineering Co 
Continental Motors Cor om 
Coffee Shops . , 


Schuster (Ed) & Co 
Confectionery Stores Fluor Corp., Ltd 9 mo “re 
Counter Restaurants Scott & Fetzer Co 


Gar Wood Industries + mo 
Department Stores 


Diners Hamilton Watch Co 6 mo 
e Handmacher-Vogel, Inc 6 mo 


? Standard Products Co 
Drive-ins Hazeltine Corp 6 mo 


Herff Jones Co yr 
Drug Stores Hycon Mfg. Co 6 mo 


Shahmoon Industries 
Silex Co 
Smith-Corona, Inc 


Torrington Mfg. Co 

Fountains 

industrial Cafeterias Corp yr 
Chemical Corp f ) 

Luncheonettes Ivey (J. B.) & Co 6 mo ? 

: Van Camp Sea Food Co. 52 wks 
Sandwich Shops eee es co Vick Chemical Co f 
Variety Stores Virginia Pulp & Paper Co. 9 mo 
Leath & Co 6 mo 


NO MATTER WHERE YOU FIND THEM | Lv Rubber & Tire 9 mo. 34.1 33,7 Welle det Services, Ine, 


t Minneapolis-Moline Ce me 7.3 Younker Bros.. Inc 
Airports ° 
Molybdenum Corp. of 
Bus Terminals America 


Railroad Stations 
Main Streets 

: ee om aera Oe 
Main Highways 


F= increase sales +f ‘ with 
- B ” 39 
THEY ALL HAVE fresh flowers and plan s Bt as 
ONE THING IN COMMON — trattic creators, <2¢3.9 self-liquidating 
FAST SERVICE premiums, sales incentives. 
To effectively reach this Guaranteed local and national 


specialized market specify 


FAST FOOD coverage ...*."% 
for an advertising schedule ORCHIDS OF HAWAII, INC. 


National Sales Office: 305 Seventh Avenue, New York 1, New York 
— a eo 
Pictures ss 
” : tive achievement awards — gilt 
ol Success — 


\\ he nits an occasion \\ rite 


United Board Carton 
International Minerals & - cord & Car 


Zellers, Ltd 


In Industry 


the magazine serving poune for « italog ‘Furs inthe New 
and tountein restaurants 


386 FOURTH AVE. | | | VICTOR ASSELIN FUR, INC. 
NEW YORK 16, N. Y. Ee = 363 SEVENTH AVENUE, NEW YORK 


SALES MANAGEMENT 


Acco Products : 
Agency: La Pote & Austin, In 

Advertising Checking Bureau, Inc 
Agency: Harris & Bond, inc 

Advertising Corporation of Americe 

Aero Mayflower Transit Company, Inc 67 
Agency Caldwell, Larkin & Sidener-Van Riper 

nc 

Akron Beacon Journal ere WW? 
Agency: McDaniel, Fisher & Spelman 

Altoona Mirror : 

American Chain of Warehouses, Inc 12 
Agency: Caldwell, Larkin & Sidener-Van Riper 

ne 

American | nam, sae & Telegraph Company 
(Long Lines eee 
Agency: N. W. Ayer & Son 

Arizona Development Boord 58 
Agency: Jennings & Thompson 

Victor Asselin Fur, inc. , ‘ 134 
Agency: Boland-McNary, Inc 


Batten, Barton, Durstine & Osborn, Inc 21 
Bethiehem Globe-Times sv eens 132 
Better Homes & Gardens sees 
Agency: J. Walter Thompson Company 
Biddeford Journal 
Boca Raton Properties, Inc. 46 
Agency: August Dorr Associates 
Booth Michigan Newspapers , 5) 
Agency: The Fred M. Randall Company 
Brown Forman Distillers. Corp. 
Agency: Ruthrauff & Ryan Inc 
Burgoyne Grocery & Drug Index 2 
Agency: Guenther, Brown, Berne, Calkin & 
Withenbury, Inc 


. 102-103 


Coppel, MacDonald & Company 3rd Cover 
Agency: Don Kemper Company, Inc 

Certif-A-Gift Company . 71 
Agency: Payntar Advertising Agency 

Chicago Sun-Times . 28-29 
Aency: John W. Shaw Advertising, Inc 

Chicago Tribune : . 4th Cover 
Agency: Foote, Cone & Belding 

Chilton Company 
Agency: Gray & Rogers 

The Cleveland Plain Dealer 48 
Agency: Joseph Guillozet Company 

Construction Equipment 86-87 
Agency: The Schuyler Hopper Company 


14-15-108-109 


Dell Publishing Company 
Agency: Robert T. Orr & Ass 


The Elks Magazine 
Agency: The McCarty Ce 
Cc. H. Ellis Company 
Agency: Bull Advert 
Erie Times-News 
Agency: Peter Zanpt 
Elyria Chronicle-Telegram 


Factory 
Agency: Royal & DeGuir 
First Three Markets 
Agency: Anderson & airns 


Robert Gair, Division of Continental Can 
Company 52A 
Agency: Batten, Bart Jurstine & Osborne 


General Outdoor Advertising 
2nd Cover 
y: McCann-Erick 
Goodyear Tire & Rubber Company 9 
Agency: Kudner Ag , 
Greensboro News-Record 
Agency: Henry J. Ka an 


Hearst Corporation 
Age y: Lynn Bak 
Hile-Damroth, Inc 
The Schuyler Hopper Company 
Hotel New Yorker 
Age y: H Atk 
industrial Equipment News 
Agency : Kent & 
Industrial Distribution 
Agency: Royal & , 
Institute of Aeronautical Sciences 
Agency: Gaynore ema tis & Va 


Journal of Accountance 
Ag y' Herald Advert 


KOA-Radio 
Agency: Ball & Dav 
Augusta Kennebec Journal 
Kleen-Stik Products, inc 
Agency: Burlingame-Grossman Advetising 
Ledies’ Home Journal 120A 
Agency: Doherty, Clifford, Steers & Shenfieid 
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” 


ADVERTISERS’ INDEX 


This Index is provided as an additional service 
The publisher does not assume any liability for 
errors of omissions 


Giles Monagartend 


ADVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown, Jr. 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 

New York—W. E£. Dunsby, Wm 
McClenaghan, Charles J. Stillman 
Jr., John C. Jones, Elliot Hague 
Howard Terry, Robert B. Hicks, 386 
Fourth Ave., New York 16, N. Y 
LExington 2-1760 


Chicago—C. E. Lovejoy, Jr., West 
ern Advertising Director; W. J. Car 
michael, Western Sales Manager 
Thomas 5S. Turner, John W. Pearce 
333 N. Michigan Ave., Chicago | 
lll., STate 2-1266; Office Mgr., Vera 
Lindberg 


Pacific Coast 
ter, 15 East de la Guerra, Santa Bar 
bara, Calif.. WOodland 2-3612 


Warwick S Carpe n 


Lansing State Journal 85 
Agency: Deman & Bake 
Lassiter Corporation 
Agency: Smit Hage & Knudser 
Little Falls Times 131 
Los Angeles Times 25-45-65-93-113-121-123-125 
Agency: Smalley € tt & Smith 


68B-69 


McCall's Magazine 
Agency: Donahue & € 
McGraw-Hill Publishing Company 
Agency: Fuller & Smith & R 
Market Statistics ‘ 
Marsteller, Rickard, Gebhardt & Reed, inc 
Metal Progress 
Age y: Durkin & Rade 
Meriden Record-Journal 
Agency: Gord schonfarbe 
Miami Herald News 
Age y: Bishog Gree 
Modern Machine Shop 
Agency: Julian J. Behr ¢ 
Middletown Press 
Mill & Factory 
Agency: The Schuyler Hopper Company 
Minneapolis Star & Tribune 
Agency: Batten, Barton, Durstine & 
Nascon Paper Products 
Agency: Anderson & Cairns 


National Bienk Book ; 

Agency: Sutheriand-Abbott Advertising 
National Creative Sales, inc. 

Agency: H. W. Hauptman Company, In 
National Folding Box Company, inc 

Agency: Smith, Hage! & Knudsen, Inc 
National Van Lines ... 

Agenc: Wade Advertising Agency, In 
Nation's Business ee 

Agency: Gray & Rogers 
NBC-Spot Seles ... 

Agency: Grey Advertising Agency 
New London Day .. 

Agency: Gordon Schonfarber & Asso 
Newport News 
New York News 

Agency: L. E. McGivena & Company 
Norristown Times-Herald 
Norwalk Hour 
Norwich Bulletin 


Oklahoman & Times 

Agency: Lowe Runkel Company 
Omega Watches 

Agency: Lewin, Williams & Saylor, In 


Orchids of Hawaii 
Agency: Jerry Goldstein Advertising 


Packer Publishing Company 
Agency: Rogers & Smith Advertising 
Parker Pen Company 
Agency: Tatham-Laird Inc 
Peoria Star Journal .. 
Agency: Abingast, Becht & Associates 
Phoenix Republic & Gazette 
Agency Advertising Associates 
Pittsburgh Post-Gazette 
Agency: Dubin, Feldman & Kahn, tnx 
Portiand Press Herald Express 


Railway Express Agency 
Agency: Benton & Bowles, In 
Reply-O-Letter 
Agency: Mahoney & Howard, In 


Roanoke Times & World News 
Agency: The Kaplan Agency, Inc 


Rome Sentinel 


Salisbury Post 
St. Paul Dispatch-Pioneer Press 
Agency: E. T. Holmgren, |r 
Sales Management 
Saturday Evening Post 
Agency, Batten, Barton, Durstine & O 
Schell Leather Goods Company, Inc 
Srtauchen & McKim 
Seattle Times 
Agency Cole & Webe lr 


Agency 


Sioux City Journal-Tribune 

Slick Alrwaoys 
Agency: Harry W. Graff |r 

Stamford Advocate 

Steinman Stations, inc. (WGAL-TV) 
Agency: John Gilbert Craig Adve 


Sweet's Catolog Service 
Agency: Fred Wittner Adve 


Texlite, inc 
Age y Rog 
Time Magazine 
Agency: Young & Rubica 
Toledo Biade & Times 
Agency: Bla Advert 1 Agency 


Tri-Cities Publishing Company (Alabama) 


United Von Lines 
Age y Kelly, Zab 

WDBJ-TV 
Ag 


y al es Adv 


WHBF (Moline-Rock Isiand) 
Agency em TH 


Wall Street Journal 
Agency: M , 

Waterville Sentine 

Wheeoton Von nes 
Ag yt 4 


Woonsocket Cali 


1 & Rubicom 


if you use form letters in lots of 25 copies 
you'll want to see these clever 
4-color, preprinted letter-sized forms that 
get ANY message off to a flying start; cor 

mand attention and respect! FREE cata 
logue. Write to NATIONAL CREATIVE SALES, 
1030 Leggett Ave., New York 55, N. Y 


to 100,00 


These lines caught my eye: “The 
mob roots for you one day — uproots 
you the next” . . . “Censorship: 
THE SCRATCH PAD Power of the suppress” . . . “Alien- 
ist: Derange-finder” . . . and “Colos- 
By T. Harry Thompson sal achievement of the day: Being the 
Big Cheese in an unending rat-race.” 
« 


Old-timer: One who can remem 
ber Wallace Nutting. 


aap rae . | — Howard Johnson's famous 28 flay 
yeti inneapolis-H oneywell’s Cliff Dow ors remind me of a 29th I have named 
elop a honeybee gra told me about it much earlier, this “compul te the ice-creé 
: - pulsory Shei le ice-cream your 
Learn to hunt safety-slogan reported by Ken Nich friends insist on stuffing you with 
Well, here we ols in the Akron Beacon Journal: when you visit them, even though 
lo be safe on the Fourth. don’t buy you're fighting the Battle of the 
a fifth on the Third.” Also, this sign Bulge. 

aes on a Long Island tavern: “If you e 
Wealth in must drive hades husband to drink I think the truth may be as some 
guarante drive him here wag put it: “ Yne hour’s sleep before 
Mango ¢ ip i midnight is worth sixty minutes’ 

kid Burnett, business manager of slumber after that.” 

Computers lutomation, sends an ° 
nteresting lead-in head for LMP: 
queaker THE HAPPY ENDING .. 1s 


Corken, presides ilways popular. We want everything 


Inflationote: Last Rubbermaid 
bathtub-mat I bought was fair-traded 


t9 AO Q9 ” + . > P 
Corken ! to turn out well The happiest best at $2.4 uP c from the one I'd 


ending tor a wire, therefore, is A-MP 
olderle termination 

bd Reach for the stars, it says here 

K Phomajan, Carlstadt, N | You may not get one. But the fun 

with another booklet for comes in the reaching. The growth 


buck Public Relations Edictionary too 


bought before at $1.50 


Competition Has Its Compensations 


lo the advertiser and his agency, competition is often a headache 
1 trauma of blood, sweat, and tears But this ill wind sometimes 
blows good to the ultimate consumer 
thal 
Operation Kind When Gleem tooth-paste came out with a big, conical cap that 


couldn't go down the drain, other manufacturers followed suit and 
° John Q. Public benefited 


Refining colortul ou 
would seale-down nicel Philco pioneered with an electronic filter for its room-air-conditioners 


puzzle What premium a filter that removes up to 100% of air borne pollens instead of 
the usual 72%. The ink on the Philco announcement was hardly dry 

e 

before competition offered a similar filter 

oly the comedians who 

evision will be those Ban, the roll-on deodorizer, came up with a marble applicator Com 


; ’ 
ned on radio petition turned handsprings to match Ban's convenience, even with 
° another ball for getting the deodorant under arms, in a non-military 


itt t Ben | ranklin SscTrise 
nu would reap praise 
ow the seeds: Gentle word Chrysler knew its push-button drive would be imitated and frankly 
said so in its early commercials. Apparently, it didn’t even bother to 


patent this revolutionary transmission-system 


In COp) Is the key 
ssihed advertising And so, for improvements that are not patented or copyrighted, the 


mir "> f r | 
primary point The N imitative instinct of the human animal helps 5; read new ideas faster 
iK¢ nm a t) page book 
than if they were limited to the originator 
i better lass hed . 
tisement kor yout 


RAO ES > SIE toe y are real improvements, we all benefit 
( } 1 I vel 


SALES MANAGEMENT 


These C-M campaigns cost 1.5% 
and 2.7% of the increase in sales 

Ihe final cost of the campaign was ap 
1.5°, of the We 
accomplished our objective then 
reports an oflice equipment 


proximately increase 
and 
ome,’ 
manutacturer 

Sales on products 


volume- increase 


irrying contest 


totaled $37 


pay off 


Sl of contest cost 


prize point 
for every 
We were more than pleased with results 

and have 


not had a single complaint 


on your service,” writes a well-known 


drug manulacturer 


What do you want to do? 


There are several wa to meet 
petitive threat 
ket 
i new of; 
tive will hire 
Another will 


promotion. A 


a com 


shore up a sagging mar 


smooth out a seasonal slump, move 
One 
train and travel new 
budget 
third 


his entire staff into a crash-program de 


lagging product execu 
men 
request a for a 


major may throw 
signed to solve his sales problem 

Sut more than 4,000 firms a year are 
that the quickest, the most ef 
and the least expensive way to 


Mac 


proving 
lective 
add sales is to launch a Cappel 
Donald incentive campaign 
You add nothing to your pay 


Your « xpenditure depends on 


roll 


your re 


Da ylon, Ohto 


Offices in princtpal citu 


you paying too much 


for extra sales: 


sult 
willing to pay 
staff can concentrate on 
duties, freed the 
working overtime on special campaign 
tasks 


much you art 
Your own 
vital 


how 


just decide 
for extra sale 
routine 


from necess of 


Solving sales crises is our job! 
than 35 year expe 
rience in this highly 


C.-M executives will prepare a complete 


Drawing on more 
specialized field 


plan create eye-catching sales train 
ing and promotional material for your 
their i 
prize list that is tailored to your obje« 

many as 400 
all detail and a 

smooth-running sale 


men and families 


tive and provide “as 


specialists to handle 


sure a incentive 


campaign 


Approve the plan and 


our cam 


paign can be ready to start producin 


extra sales in as little as three weel 


time 
Your 


men will train 
those extra 


approach buyer 


pore over ale 
squeeze in 
with re 
will 


urte or 


and 


newed enthusiasm. Famili 


their hearts on wanted lux 


‘lamorous travel awards, and become 


k 
high-pressure assistant sales manager 


As results pile up uur men will gain 


long-lasting self confidence and sal 


how 


| now 


A} 


Canada and f urope 


) 


Exciting air travel awards and 
merchandise prizes . . . at cost. 
fish 
American resorts of 
killed bu 


HO na 


Iixpert trip-arranges vill plan 


lous holida in 
lamorous foreign citi 
ers Will provide a selection of 
tionally advertised product Yet o 
no investment, cart 


rtke no prize 
, 
Prize 


merchandise at 


entor 
billed a 


ale Prices 


no detail 
whole 
travel at carrier rate Ser 
york aire 
tributor 
wonder sale 
thi 


your 


ie and creative provided out 


of normal di discount 


No 


when you 


costs are low 


use free prote 


service to solve wiles problem 


work of your own sale 


taff! 


upplement the 


management 


Featuring Air Travel on 


alls AMERICAN AIRLINES 


ional 


and 


GET FREE HINTS ON MOTIVATING SALESMEN 

Phone the nearest C-M office, or write on your letter 
Who's Se lling Who? 
Dept 4-10. Dayton 1, Ol 


head for your copy of Cappel 


=" PAN AMERICAN 
\VlacDonald and Compan 


Why are touchdowns more important 
than conversions in Chicago? 


| * the fall young ladies’ fancies used to 
turn to thoughts of Muscles Monahan, touchdown 
artist from old Sigh-U. 


And after graduation the object of all this 
adulation cashed in on his gridiron fame. 


But not in the way you may suppose 


He opened a chain of 

porting good tore 

pecializing in every 

thing from aqualungs to 

zweat zox. However 

Mr. Monahan concentrated on single item promo- 
tion and featured single “‘loss leaders’’ in all his 
advertising 


I'll rely on impulse purchase for the rest of my 
business,’’ muttered Mr. Monahan 


But experience proves that’s not the way 
to win the game volunteered Joe, 
Monday morning quarterback from 
the Chicago Tribune advertising squad 


‘Impulse purchases, like conversions, are impor- 
tant,’’ continued Joe, “but first you’ve got to score 
the touchdowns before you 
get a chance to kick the 
extra points So score your 
touchdowns by bringing 
Chicago sportsmen into 
Monahan’s. Then think 


about the extra points of impulse purchasing.” 


And Joe elucidated further: ‘““Research shows that 
even in the big department stores, impulse purchas 
ing accounts for less than 25°; of total sales. A basi 
desire for a product precedes all purchases—im 
pulse or otherwise. And this desire often results 
from advertising. Giant retailers have learned that 
their greatest success results from advertising a va 
riety of products in order to create a variety of 
desires.”’ 


“Why not take a lesson from these old pros,” 
coached Joe, “and abandon your loss-leader ad 
vertising. You'll gain ground faster if you establish 
Monahan’s in the minds of Chicagoans as the place 
to shop for all sporting goods needs.”’ 


“Speaking of gaining ground,”’ added Joe, “I hap- 
pen to know the name of an advertising medium 
that has filled the 
stands for both big 
and little retailers.”’ 


So while Joe sat on the sidelines and led the cheers, 
Muscles Monahan ran over the competition and 
scored heavily with a new system of advertising in 
the Tribune. 


Now maybe you sell fashions or ferneries instead of 
footballs. But if you want to sell more of them in 
Chicago, look up Joe. Nobody knows Chicago like 
the Tribune. Nothing sells Chicago like the Tribune 
And Joe’s the one to give the facts to you. 
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